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INTO THE HOMES— 
OVER 1,500,000 OF THEM— 
EVERY MONTH 


That’s Where The 


Womans Magazine 
Goes 


That much is a certainty. It couldn’t be otherwise, for every copy of THE 
WoMAn’s MAGAZINE goes out in a separate wrapper. No news-stand circu- 
lation—no wasted copies. Home circulation is insured, and you get 100 per 
cent of it because the quantity is absolutely proven—or no pay. Now the 
question is: Can the eight million people who go to make up these million 
and a half homes be made consumers of your product? We’il leave it to 
you—you know where your goods should be used—you know where your 
sales should come from. Just send us as a test the name of any city or 
town in the U. 8S. where you know something of the peuple and we’ll send 
you our subscription lists for any points you may name. Look them over, 
and if they are not the very people you want to reach with your advertis- 
ing you will be only out the few minutes’ time and postage it cost you to 
make the investigation. On the other hand, if we satisfy you that the 
eight million readers of THE WOMAN'S MAGAZINE are so situated as to be 
possible customers for your products, then we maintain that we have done 
you a service as well as ourselves. Ii's a straight business proposition. We 
don’t talk psychology or anything of that sort. All we want isa fair hear- 
ing, and, as a progressive advertiser on the look-out for good mediums 
through which to sell your goods, you owe it to yourself to investigate the 
proposition. We')] carry your announcement into over 1,500,000 homes— 
before eight million people—every month at a lower cost than you can pos- 
sibly reach the same number of homes or people in any other way. It’s up 
to you to say whether these people can be turned into consumers of your 
product, and we offer you every means of finding out who they are. Think 
it over and drop us a few lines asking for any facts or figures you want— 
propose any test you can think of. Judge for yourself. 


ADDRESS 
A. P. COAKLEY, Advertising Manager 


The Woman’s Magazine 
St. Louis, Mo. 


CHICAGO OFFICE: NEW YORK OFFICE: 
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Theres But Une Directory 


upon which leading advertisers in all 
lines of business depend for authentic 
information as to the important ques- 
tion of circulations. 

ROWELL’S AMERICAN NEWS- 
PAPER DIRECTORY is valuable 
| because it leaves no stone unturned 
to discover the facts which are of in- 
terest and value to the advertiser. 

It is impossible in many cases to 
discover what exact circulations are, 
but it is always possible, through some 
source or other, to secure information, 
which will show, to all intents and pur- 


poses, the circulation of any periodical. 
ROWELL’S AMERICAN NEWS- 
PAPER _ DIRECTORY gives circula- 
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uses every possible means of informa- 
tion which will assist it in coming to 
a conclusion. 

For this reason every advertiser 
who wants to make the best use of his 
money ought by all means to have this 
Directory at his elbow. He can get 
along without it, but it will be costly. 

The 1905 issue is ready for delivery 
and will be sent carriage paid to any 
address upon receipt of $10.00. 


ADDRESS WITH CHECK 


THE PRINTERS’ INK PUBLISHING 6O., 


PUBLISHERS, 
10 Spruce Street, NEW YORK. 
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FORTY YEARS’ AN ADVER- 
TISING AGENT. 


By Mr. George P. Rowell. 


FORTY-EIGHTH PAPER—FOUR MORE 
WILL COMPLETE THE SERIES. 


I was out walking one Sunday 
afternoon during the early years 
of my residence in New York, 
and in a retired street, west of 
Washington Square, came across 
a sign, occupying a position over 
a narrow passage, that impressed 
me as curious. The name was O. 
Stickhcim which I Americanized 
as O. Stick-him, The business 
announced was CARPENTER, and 
the sign would seem an invocation 
to charge a high price; but be- 
tween the line that expressed the 
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the business, there was another 
line, composed of very small 
letters enclosed in a parenthesis, 
that spelled out the words (in the 
rear). 

Early in my business career I 
had experiences with newspaper 
men, who had had dealings with 
advertising agents who may have 
had signs similar to that of the 
carpenter; and, if not actually 
stuck “in the rear,” yet had not 
wholly escaped injury. A burnt 
child dreads the fire, but the pub- 
lisher of a country paper hungers 
after advertising. He wants to 
be paid for it; but, in spite of 
serious losses and annoyances, he 
will take chances. Once when I 
was sending out new business to 
papers with which I had not be- 
fore had any open account, there 
came a six-page letter, written in 
a business-like hand, from a pub- 
lisher in Pennsylvania, who went 
at length into the question 
whether he would or should, or 
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would not or should not, open an 
account with my firm. He stated 
tLe case pretty well, rather plain- 
tively, but seemed on the whole 
to lean towards the chance, and 
finally closed by signing his name, 
—O. Stuck, 

I thought it a joke at first but on 
invéstigation found it was not, for 
there was his name on his letter- 
head, set in conspicuous type, that 
I had not noted; and in his paper 
it was also announced. I long 
had satisfactory dealings with 
Oliver Stuck, publisher, but it is 
so long ago that I do not now re- 
member in just which town in the 
Keystone State he was domiciled. 

Church & Goodman published a 
religious paper in Chicago; Steele 
& Eaton was the less sanctimoni- 
ous designation of a firm that 
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am & Carver owned a daily at 
Dubuque, Iowa. Walking through 
William street from Spruce, to- 
ward Wall, many years ago, I 
saw, over the door of a saloon, 
evidently the proprietor’s name, 
A. Christian, and on the very next 
corner another, A. Goodman. On 
a sign in Dublin, Ireland, over a 
meat shop, was the name of the 
firm who conducted it, Lamb & 
Bullock. There was long a sign 
in Fifth Avenue, New York Citv. 
which I thought noticeable. It 
bore the name of Salmon Skinner. 

The first time I ever saw 
Broadway I discovered, not far 
from the Metropolitan Hotel, a 
sign that bore the words: 

HAPPY 
TAILOR. 

In later years the man changed 
his location and also the Icttering 
of his sign, and it then read‘ c. pv. 
HAPPY. We all know the story of 
the-German who subscribed to 








an agreement the name, A. 
Schwindler, and when some one 
suggested that he should acquire 
the habit of writing out his first 
name in full, replied that it would 
not help matters any and, to il- 
lustrate, wrote his name in full, 
A-dam Schwindler. Our firm long 
had dealings with a man named 
Liberty Hall. There was the old 
and very respectable firm of 
brokers in Wall Street, Ketchum 
& Cheatum, who were said to 
have attempted to alleviate 
the suggestiveness of the combina- 
tion by adding the initials of the 
given names of the partners, Isaac 
and Uriah. 

That Mr. Dwight, who made a 
foriune out of the Cow Brand of 
Soda, and was the founder or at 
least a benefactor of Mount 
Holyoke College for young ladies, 
in western Massachusetts, had 
three daughters who married hus- 
bands named respectively Walker, 
Leggett and Ketchum. 
was long to be seen from the cars 
of the Sixth Avenue Elevated two 
conspicuous signs on one building, 
one below the other. The first 
had the single word corFINs and 
the other the compound word 
SHOW-CASES. Not less gruesome 
was an exhibition in le window 
of an undertaker’s shop where was 
shown a child’s casket, lined with 
white satin, and well centered in 
it were the words, To Let, the 
same being the shadow of a part 
of the wording in gilt letters on 
the window that set forth the fact 
that there were Carriages To Let. 
I will not omit to mention the firm 
of Somebody & Huggs who had a 
school of which it was asserted 
that Mr. Sometody taught the 
boys, and Huggs the girls. 

There was long a sign in Centre 
street, not very far from the 
Tombs, that read, “We Paint 
Your Eye for 50 Cents—While 
You Wait.” It has been displaced 
by the changes that have come to 
the location. In Dr. Henry M. 
Field’s time the sign bearing the 
name of his paper on the building 
No. 5 Beekman street came into 
unfortunate juxtaposition with 
that of a saloon keeper who had 
the store under Dr. Field’s offices. 
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The two signs were on a level and 
the passer-by might read REGAN— 
THE EVANGELtST. The first time I 
ever noticed the combination my 
eye also took in the wording of a 
card in Regan’s window—it was 
winter—which read, HOT WHIS- 
KEY A SPECIALTY, 

Of course there have been 
newspapers and magazines with 
curious names, The Ram’s Horn 
is an influential religious paper to- 
day. There was once a magazine 
issued in Portland, Maine, de- 
nominated The Chariot of Wis- 
dom and Love. Somewhere IJ have 
seen a magazine called the Pleas- 
ure Boat. There is one issued in 
Boston at the present time called 
the Black Cat. 

The correspondent of the Lon- 
don Times, in his comment upon 
the newspapers seen at the Phila- 
delphia Centennial Exhibition in 
1876, was. impressed that the fol- 
lowing names were rather curi- 
the Union Spy, the Jolly 
Giant, Aurora Brazileira,, Broad 


Axe of Freedom, Unterrified 
Democrat, Painted Post Times, 
Roman Citizen, Homer Iliad, 
Horseheads Journal. To these 
might be added the Anniston, 
Aia, Hot Blast; Tombstone, 


Ariz., Epitaph; Hot Springs, Ark., 


Arkansaw Thomas Cat; Estero, 
Fla., Flaming Sword; Tarkio, 
Mo., Avalanche; Irrigon, Ore., 


Trrigator; Jefferson, Tex., Jimple- 
cute; Kosse, Tex. Cyclone; 
Rosenberg, Tex., Silver X-Ray; 
Laramie, Wyo., Boomerang and 
the Pinedale, Wyo., Roundup. 
Readers of Dickens often ex- 
press surprise at the incongruous 
names that are found in his pages 
and yet, it is said, he used none 
that he had not known in actual 
life. I remember that to me the 
name Dombey seemed a prepos- 
terous synonym for pompous dull- 
ness, and the surprise I felt at see- 
ing it with my own eyes on a 


tailor’s sign in High Holborn, 
Tondon. Dombey & Son was the 
firm. 


I have had a Dickens-like ex- 
perience with the names of the 
tradespeople with whom I have 
dealt for nearly fifty years. In 
Boston I had boots made by a 

(Continued on page 6.) 
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The Power of the Evening 


Press is a Factor to Be 


Reckoned With. 


i—The high-grade, HOWE, evening news- 
paper is a pertinent factor in the success 
of advertising, both foreign and local. 


2—The influence of women in the HOME 
makes this possible, for they are the 
greatest buyers of the world’s goods, and 
enjoy reading clean, evening newspapers. 


3—In Baltimore, Washington, Montreal, Min- 
neapolis and Indianapolis the following 
newspapers are recognized as big favor- 
ites with the busy housewife : 


THE BALTIMORE NEWS. 
THE WASHINCTON STAR. 
THE MONTREAL STAR. 

THE MINNEAPOLIS JOURNAL. 
THE INDIANAPOLIS NEWS. 


The ‘‘power” of the Evening Press must 
be reckoned with. 

For profitable results, instruct your Agent 
to put these papers on your list. 

Full information, rates, circulations, etc., 
furnished upon request. 


Special Representatives: 


DAN A. CARROLL, W. Y. PERRY,] 
Tribune Building, Tribune Building,: . 
NEW YORK. CHICAGO. 











shoemaker named Bisbee. He re- 
moved to New York about the 
time I did and I continued to 
make use of his services, [ 
found a tailor at the corner of 
Broadway and Eighth street who 
served me pretty well and whose 
name was Bagg. As I grew pros- 
perous I bought neckties, stock- 
ings and handkerchiefs of Budd, 
who still does business at the 
corner of Twenty-fourth street 
and Broadway. I became dis- 
satisfied with the sartorial efforts 
of Bagg, after a time, and went to 
Bowne at 182 Fifth Avenue, ‘That 
was in 1876. Bowne died, at a 
later period, but was succeeded by 
his nephew, also named Bowne. 
Bisbee died and a workman of his 
continued to make boots for me 
and his name is Bihler,. I see prog- 
ress, however, toward other let- 
ters of the alphabet, for I buy 
trunks, of late years, of a man 
named Cherry, and my shirts are 
made by Caskel & Caskel, al- 
though they change the initial 
from C to K—perhaps to help me 
along—for life cannot endure for- 
ever, and the space between sixty- 
seven and the traditional three 
score and ten is not much, and it 
is still a far cry to X, Y and Z, 
unless my connection with Editor 
Zingg may be taken as closing the 
ist. 

It is wonderful with what fa- 
cility I forget the happenings and 
incidents of the past six weeks 
and recall those that might have 
been overtaken by oblivion a 
score and a half or two score 
years ago. I recall Barnaby of 
the Bostonians as a good singer, 
a noted raconteur and a very fair 
salesman in a retail clothing store 
in Boston; how the name of the 
Boston Theater, after a successful 
season of Italian Opera, became 
the Academy of Music; and after 
being closed for a time and re- 
opened by James M. Nixon, and 
the Menken—reputed wife of John 
C. Heenan who foucht Tom 
Sayers—clad in tights and tied to 
the back of a horse, represented 
the hero of Byron’s poem, Ma- 
zeppa; and another scene in which 
the horse seemed to find stepping 
stones that enabled him to ascend 
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with his pinioned burden eat 
up the face of a great waterfall: 
and how everybody was thrilled 
with the scene, and in the mouths 
of the people the name of the 
Academy was changed again and 
now became “The Horse Opera.” 

What a furore there was in 
Boston when the great organ was 
put in place in the Music Hall, 
and how villainous it was in the 
man who described an Oratorio 
rendered there by the Handel and 
Haydn Society, asserting that on 
the right there stood a group of 
forty old maids, every one 
screeching, “And unto us a son 
is given,” and on the left forty 
other old maids, likewise screech- 
ing, “And unto us a child is born,” 
when, at that point, a little man, 
with black hair and broad shoul- 
ders, rushed excitedly forward 
into the center of the stage, look- 
ed at the maidens at the right, and 
the maidens at the left of him, 
noted their skinny proportions, 
and in a powerful bass voice at 
last expressed his admiration in 
thunderous words, “’Tis wonder- 
ful! ’Tis Wonderful!” 

It was at the Music Hall that 
the lady, commenting upon John 
of Bologna’s statue of Mercury, 
standing on one foot with arms 
extended, admitted that she was 
not well up in the classics and had 
always understood the figure rep- 
resented Col. (Tom) Chickering. 

must not get away from 
Boston without at least men- 
tioning the name of “Collins the 
Pants Man.” There comes up 
the memory of seeking an in- 
terview with “Young America 
Train,” just returned from a 
residence in Australia, for the 
purpose of collecting three years’ 
accumulated subscriptions for the 
Boston Post, and the surprise, at 
the office, at the sttccess that 
crowned the effort. He became 
the celebrated George Francis 
Train of later years. Then there 
came Paul Du Chaillu with an 
exhibition, in School street, of 
trophies of his African travels, 
and what a brilliant imagination 
we thought he had when he told 
us about the gorilla, not previous- 
ly admitted to exist—and not ad- 
(Continued on page 8.) 
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CAUSE ano EFFECT 


ILLUSTRATED BY THE REMARKABLE GROWTH OF THE 


PIERCE 
PUBLICATIONS 


There is no magic in 
the present phenomenal 
growth of the Pierce 
Publications, Capable 
editorial management 
and aggressive and in- 
telligent circulation pro- 
motion are laying the 
foundations; and adver- 
tising results and vol- 
ume are necessary con- 
sequences. These 
affidavits show the why 
JAMES M. PIERCE, and wherefore. 


THE SUFFICIENT CAUSE: 


Des Motngs, IowA, Nov. 1, 1905, 

I solemnly swear that the number of cash yearly subscriptions 
received by the Pierce Publications in the month of October, 1905, 
was 9,623, of which over 8,500 were new. 

STATE oF IowA, J. E. SPALDING, Circulation Manager, 
PoLK Counrty, 
Subscribed and sworn to before me this Ist day of 


November, A.D. 1905. THOMAS E. COX, Notary Public. 


THE INEVITABLE EFFECT: 


Des Mornes, IowA, Nov. 1, 1905. 

I hereby state on my oath that the amount of advertising booked 
by the five Pierce Publications during the month of October, 1905, 
exceeded the amount placed on the books in October, 1904, by 55.3 
per cent. F. L. McGUIRE, Chief Accountant 
STATE OF IowA, ae the Pierce Publications, 
Potk County, f *** : 

Subscribed and sworn to before me this Ist day of 


November, A.D. 1905. (Sea/) THOMAS E, COX, Notary Public, 














SS.: 








’ The PIERCE PUBLICATIONS include three weeklies—the Iowa 
Homestead, Des Moines, lowa; the Wisconsin Farmer, Madison, Wis.; 
the Farmer and Stockman, Kansas City, Mo.—and two monthlies— the 
Homemaker, and the Farm Gazette, Des Moines, Iowa. TOTAL CIR- 


CULATION OVER A QUARTER OF A MILLION. Price for dis- 
play space in the entire combination, $1.00 per line flat, 
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mitted then, for that matter. In 
the same connection stands a 
memory of Henry M. Stanley, 
young, black-haired—with not a 
gray one in his head—standing 
strong, vigorous, confident, at a 
reception given him at the Lotus 
Club, relating his discovery and 
meeting with Dr. Livingston in 
Central Africa, when he advanced, 
took the old gentleman by the 
hand, and said, “Dr. Livingston, 
I presume.” I admired the man’s 
nerve but did not believe a word 
of his story. He was, I thought, 
just a Herald reporter, bluffing 
through the biggest hoax of the 
time. Truth is stranger than fic- 
tion, and we think better now of 
both Du Chaillu and Stanley; but 
neither are on earth to read my 
apology—and_ neither probably 
was ever aware that I existed. 
How people would persist in 
calling Orange Judd’s Agricult- 
urist the Agriculturalist, How 
every man who wanted to adver- 
tise thought his copy should oc- 
cupy “about a square,” but never 
could give any idea of how much 


space he thought a square would 


call for. How much remark there 
was about and what a catch 
phrase the closing line of the an- 
nouncements put forth by “Jones 
of Binghamton,” became. He was 
afterwards _Lieutenant-Governor 
of the State, and later lost his eye- 
sight. I believe he is still living, 
but we see his advertisements no 
more ending with the statement: 
“Jones, He Pays the Freight. 4 
Not the Kodak catch line, “You 
Press the Button and We Do the 
Rest,” nor the Hook and Eye 
query “Do You See _ That 
Hump?” nor the “Smile That 
Won’t Come Off,” nor “We are 
Advertised by Our Loving 
Friends” nor even Sunny Jim has 
become more familiar. I wonder, 
by the way, what would happen to 
an advertising agent who should 
induce a client to take up and ex- 
ploit and spend tens, yes hundreds 
of thousands on an idea like that 
of Sunny Jim. 

There was a time when it seem- 
ed that a satirical or comic illus- 
trated paper could not be made 
profitable in America; but when 


Puck appeared that idea was put 
at rest. Many people in New 
York City will recall the circum- 
stance that Puck was at one time 
advertised by painted signs, and 
that Mr. Comstock, or some other 
guardian of the public morals, 
took alarm at the naked figure of 
the person whom Shakespeare 
made to assert that he would or 
could put a girdle round the earth 
in forty minutes, but who had 
failed to find time to put even so 
much as a belt round about him- 
self. He was more naked than 
the man who supports the great 
clock in front of Tiffany & Com- 
pany’s new store at the corner of 
Fifth Avenue and Thirty-seventh 
street. In response to urgent de- 
inand, the painter of the Puck an- 
nouncements added a black Prince 
Albert coat to the figure, and 
Puck has continued so clad, with 
no other garments, since that day. 
Being successful, and of Demo- 
cratic politics, there was a demand 
for an attempt to produce a rival 
of Republican principles and 
Judge came into existence, and 
has remained a good second, Some 
people have supposed that without 
these two periodicals no barber’s 
shop could continue to do busi- 
ness, but since the advent of the 
Yellow Kids, Buster Brown and 
their kindred in the Sunday edi- 
tions of the dailies, we begin to 
wonder if the days of Puck and 
Judge are not nearing their end. 
Their principal competitor in the 
barber’s favor, the Police Gazette, 
is not much seen now. Later 
came Life; keener, sharper, light- 
er, more ‘sarcastic, without any 
political bias beyond being anti- 
automobile. It was a profitable 
venture almost from the first and 
is really a dear—but like other in- 
fants it loses something of its 
cuteness with advancing time. 
Among the papers of promise 
that have failed, Every Saturday 
should be remembered. It was a 
brisk rival of Harper’s Weekly, 
for a time. It brought Bret Harte 
from California but could not 
make him profitable. He was later 
induced to move on, and went to 
England from whence he never 
came back. Finally the losses on 
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Every Saturday caused the col- 
lapse of its publisher, James R. 
Osgood, who was later taken on 
by the Harpers and died as the 
representative 


London of that 


house. 

Although the rent account was 
vastly reduced and the quarters 
much improved and made more 
convenient by the removal of 
our office from the Times 
Building to Spruce street, it is 
probable that from a business 
point of view the change was not 
a good one. The new office was 
scarcely two hundred feet away 
from the old one but it was less 
conspicuous, It seems to be in the 
nature of an advertising agency 
that it should be approached by 
one or more flights of stairs—ours 
was now on the ground floor. 
The price paid for the building 
was $40,000 in 1876. The store 
was occupied by a dealer in 
leather who had a lease with a 
year to run. We tried to buy him 
off, offered him $1,500 to move 
but he would not. We gutted the 
building overhead and made so 
much dust that our tenant took a 
trip South to clear his lungs and 
visit his customers. He bought an 
insurance ticket at the railway 
office for $5,000, paying five dol- 
lars for thirty days’ insurance. He 
was alone in the rear car of a 
train in Georgia that fell through 
a railroad bridge, and he was 
killed. He proved to be insolvent, 
his family got the $5,000 insur- 
ance, which was all they did get, 
and we got possession of the 
store without any payment for 
canceling the lease, “Tt’s an ill 
wind that blows nobody any 
good.” 

The money was in bank to pay 
for the building, but there was a 
mortgage on it of $20,000 that 
could not be paid off until after 
thirty days’ notice; and in order 
not to have the money laying idle 
it was invested in the stock of the 
Delaware & Lackawanna Railroad 
which was sold later, netting a 
loss of $4,000. The same stock 
to-day would be worth more than 
$200,000 and the income from it 
all these thirty years would go 
far toward paying the $11,500 rent 
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which Mr, Jones of the Times 
was exacting of us when we came 
away from his building. Moral: 
When you move a place of busi- 
ness be certain to go to a more 
rather than to a less conspicuous 
Situation, We spent $15,000 in 
renovating our new home, and it 
proved one of the most com- 
modious and convenient offices I 
have ever known. My successors, 
however, have given it up and 
moved next door and up stairs— 
so as to be more in the fashion. 

For a great many years we had 
a printing office of our own. It 
took tons of type to keep the Di- 
rectory pages standing and there- 
by save a large part of the com- 
position bills. Now and then 
some requirement would run 
counter to the rules of the Typo- 
graphical Union. I would be 
surprised that ours was a Union 
office, would insist that it should 
not be; some men would go away, 
others would come and_ ours 
would be an open shop. After a 
year or two there would come 
notice that this or that thing 
would not be permitted by the 
Union. My surprise would break 
out again, again we had the open 
shop and again—a little later— 
the Union would be in command. 
I finally gave up, concluding that 
on the whole Union rule was most 
economical. Sometimes we need- 
ed fifty men, at other periods 
three or four or even two would 
do. The Union had no soul or 
body. A man could be dismissed 
the moment work was slack. The 
Union provided no two weeks’ va- 
cation. No Union man expected 
to be paid when he did not work. 
It was go by a rule and no favors 
either way. I have always 
ti.ought that were I a workman I 
would have nothing to do with 
any Union; that the Union is a 
leveler that holds poor workmen 
up and keeps good workmen 
down. Still, on the whole, as I 
look on the matter in the best 
light I have, I cannot but admit 
that I think the Labor Unions 
have improved the condition of 
working men. I like to think that 
the world grows better, that con- 
ditions tend to improve rather 
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than: to retrograde, and it is a 
pleasure to me to know that I am 
not required to regulate the af- 
fairs of the world. 

I remember that in the story of 
Rasselas, Imlac had to remind the 
prince, when he was discontented, 
that he could not, at one time, 
drink from both the source and 
the mouth of the Nile; and that 
the wise man who had gained the 
power to regulate the weather, 
found that while one man wanted 
rain, another did not; and try as 
he would he. could not conduct 
matters in a manner that proved 
any more satisfactory than they 
went on in the hands of the 
Divine Ruler, before the possessor 
of so much earthly wisdom had 
undertaken to favor him with his 
assistance. 

I once heard an Arabian Nights 
sort of anecdote of a Sultan of 
Bagdad who had an inordinate 
appetite for listening to stories, 
and never could hear one that was 
long enough to satisfy him; so he 
promised his daughter in mar- 
riage, and the half of his 
kingdom, to whomsoever would 


relate a story that was long 
enough to satisfy him; but 
the competitor for the prizes 


would lose his head if he broke 
down in his attempt. Whereupon 
a youth, who loved the maid, ap- 
peared at court and sought an 
audience. He had a story to tell. 
It was about a great king who 
feared a famine and built a ware- 
house wherein he lodged such a 
store of corn that it seemed ready 
to burst, and no one had ever 
heard of so much corn been 
brought together since the world 
began, and the people knew that 
beyond peradventure famine could 
have no terrors for ‘them. But, 
behold, one day there was a cloud 
in the East, it came nearer and 
nearer, and when at hand it was 
not a cloud but a swarm of 
locusts, and about the warehouse 
it gathered; and finally, a locust 
discovered a crevice through 
which it was able to enter and he 
went in, and soon returned, bring- 
ing with him a kernel of corn: 
and thereupon another locust went 


in, and soon came out, bringing 


with him also a kernel of corn; 
and the swarm of locusts was un- 
countsble and the supply of ker- 
nels innumerable; and the king, 
who was never tired of detail, 
listened day after day to a con- 
tinuation of the statement that 
another locust went in, and came 
out, bringing with him another 
kernel of corn; and enjoyed it all 
so much, that he gave his daugh- 
ter to the raconteur, and the other 
rewards as promised, so that while 
he continued to delight the king 
with other and still other repeti- 
tions, he might also, in his hours 
of rest, learn the science of gov- 
ernment, and gain experience in 
the raising and management of a 
family. 

This story of mine, which has 
already extended to nearly fifty 
chapters, threatens perhaps to. be 
another one of the “Another 
locust went in” variety; but in my 
case the swarm, although numer- 
ous, is not uncountable, and the 
supply of kernels, although not 
inconsiderable, yet is not inex- 
haustible. My story will have an 
end and that end is not very dis- 
tant. Reader ear with me 
throuch four issues more and you 
shall have a rest. 


IN BOOK FORM. 

Mr. Rowell’s papers, “Forty 
Years an Advertising Agent,” are 
to be published in book form, and 
will be ready for delivery on 
Tuesday, January 16th. They will 
make a volume of between five 
and six hundred pages: set in 
long primer, leaded, with por- 
traits of numerous persons men- 
tioned. The price of the book 
will be two dollars. On receipt of 
that sum it will be sent by mail 
to any address, postage paid. 
A copy of the book and a 
coupon good for a year’s sub- 
scription to Printers’ INK will be 
mailed to any address for three 
dollars, if sent before January 1, 
1906. Address, inclosing check or 
money order, Chas. J. Zingg, 
Manager Printers’ Ink Publish- 
ing Co. 10 Spruce street, New 
York City. 

A BUSINEss without a principle, will 
in time come to mean, a principal with- 
out a business—Ad Sense, 
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SOME GOOD PHYSICAL 
CULTURE ADS. 


Professor Anthony Barker has 
a: physical culture place right in 
the Tenderloin stretch of Broad- 
way, where it is most likely to 
be needed, and makes a specialty 
of putting business men through 
courses of exercise that eliminate 
long accumulations of waste pro- 
ducts, get good circulation estab- 
lished again, tone up the system 
and put into the hurried, sleepless 
fellow who hasn’t time for any- 
thing, a youthful snap and a 


few years ago are out of the run- 
ning now, 

Professor Barker writes his own 
ads and aims them at a definite 
class of people. He puts the ex- 
ercise proposition up to his reader 
in a way that makes it rather 
difficult to dodge. He has also 
made ‘his campaign a local affair, 
with a “come in and talk it over” 
finale instead of the usual book- 
let. This is by no means the first 
advertising he has done, for five 
years ago, and more, he was in 
the magazines along with the 
other physical culture experts, 


feeling that he has about all the condacting mail courses. He still 


time there is. 
Lately Professor 


uses some of the physical culture 
Barker has magazines, 
been running ads like these twice articles for them. 


and writes health 
But physical 





a week in the New York Sun. culture advertising, he now  be- 
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There are plenty of physical 
culture ads in any publication you 
want to pick up, from the daily 
paper to those fugitive five-cent 
magazines that go in for nothing 
else but exercise and diet. But 
somehow most of the advertising 
in this line doesn’t seem vital— 
the photographs of perfect men 
and colored muscles are not ex- 
actly the kind of goods that a 
business man needs, while the 
talks about health, diet, exercise, 
etc, read somewhat like New 
Thought doctrines. As a whole, 
this sort of publicity doesn’t strike 
home. Perhaps a large percent- 
age of it is unsuccessful. Many 
of the experts who were using 
full pages in every magazine a 


lieves, has been made too much 
of a general proposition. In the 
magazines but a small proportion 
of readers can be interested, and 
some of the experts who were 
advertising a few years ago fol- 
lowed methods that were more 
conspicuous for speedy results 
than the building of a permanent 
basis for health. These things 
have made it best to keep out of . 
general advertisirg, and to adopt 
sensible talks that reach, interest 
and convince one class of readers 
only, and bring them in for a talk. 
His ads have been running about 
two months now, on the Sun’s 
news pages, and they are bringing 
results. Personality seems to 

one of their elements of strength. 





THE QUOIN CLUB’S AN- 
NUAL DINNER. 


About 250 publishing and ad- 
vertising men sat down to the 
fourth annual dinner of the Quoin 
Club November 15. This event, 
held at the Aldine Club, New 
York City, is pronounced by the 
discerning to be the advertising 
dinner of the year. 

The Quoin Club is not exactly 
a close corporation. But it is 
moGerately compact in member- 
ship. Made up gf the advertising 
managers of the New York maga- 
zines, its object is a monthly dis- 
cussion of magazine conditions, 
and because the club wishes free- 
dom of expression from its mem- 
bers no statements regarding 
proceedings are ever given out. 
Nothing very secret takes place 
at its discussion, members say— 
nothing that would warrant the 
attention of Mr. Hughes. But 
magazine policies are talked over, 
and as everybody knows that pro- 
ceedings will be confidential, there 
is free speech. Much good to 


both magazines and advertisers 


has resulted from the club’s de- 
liberations, and no harm to any- 


one. 

This is the Quoin Club. _ Its 
annual dinners are considered an 
event, first, because they are for 
pleasure pure and simple, with 
none of the serious problems of 
life or advertising to be discussed, 
and second, because they are 
moderately exclusive. As a rule 
the guests are magazine adver- 
tisers. But this rule is broken if 
the good of the dinner demands 
it. District Attorney Jerome ad- 
vertises hardly at all in magazines, 
yet he was a guest the other night. 
He came with a flock of newspa- 
per reporters at his heels to stay 
five minutes. The reporters were 
invited to stay outside and the 
District Attorney remained until 
twelve-thirty. Polk Miller brought 
six plantation darkies from Rich- 
mond, Virginia. Henry D. Esta- 
brooke, general counsel of the 
Western Union Telegraph Com- 
pany, made a speech on “New 
York and the West” that brought 
the assembly to its feet. Hamilton 
W. Mabie was toastmaster, and 
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speeches were made by Homer 
Davenport, Cyrus Curtis, F, Hop. 
kinson Smith, District Attorney 
Jerome and Herbert S. Houston. 
Then it was time to go home, but 
it is estimated that there was 
present enough representative 
after-dinner talent to have kept 
the thing alive far beyond day- 
light. This alphabetical list of 
those attending bears out the 
statement: 


E. A. Ames, Lawrence F. Abbott, H. G. 
Ashbrook, F. A. Arnold, Collin Armstrong, 
Wallace F. Armstrong, William E. Annis, 
J. W. Burdick, Stuart Benson, Curtis P, 
Brady, C. A. Brownell, Thomas H. Blodgett, 
B..J; Bliss, Walter B. Bunnell, Thomas 
mer, James F Birmingham, R. W. Brown, 
Mr. Bundy, W. Atlee Burpee, W. O. Brady, 
Thomas A. Barrett, George B. Bolton, George 
Batten, George F. Baright, J. W. Barber, 
Edward W. Bok, F. L. Colver, Charles F 
Chichester, John Coon, W. W. Carlisle, C. A. 
Carlisle. C. W. Cheney, E. E. Calkins, J. W. 
Cromwell, Robert W. Carle, Charles E. 
Churchill, R. S. Child, Frederick L. Collins, 
J. J. Curtis, Geo O. Coon, Egerton Chi- 
<reties, cattas M. Cunningham, Edward C. 
Conlin, W. P. Colton, Cyrus H. K. Curtis, 
Hanford Crawford, H. A. Cuppy, W. H. 
Child, W. H. Clarke, Irving Cox, Ernest F. 
Ciymer, Charles A. Corliss, S. C. Dobbs, A. 
W. Drake, Horace Dumars, Henry Drisler, 
Russell Doubleday, Louis, B. DeVeau, Homer 
Davenport, Lindsley Dennison, F. A. Duneka, 
Frank N. Doubleday. W. T. Dewart, William 
F. Dorflinger, A. E. Dunn, Wm. Allen Dyer, 
Charles Dwyer, Frank L. Erskine, C. R. 
Erwin, S. Keith Evans, A. W. Erickson, F. 
F. Edwards, H. T. Eschwegl, Henry D. 
Estabrooke, Thomas Ewing, Jr., Samuel A. 
Everitt, W. W. Ellsworth, George Ethridge, 
George S. Emory, J. H. Emory, A. E. Fow- 
ler, R. T. French, J. B. "Furber, HM, J. 
Fisher, Robert Frothinghan, William H. 
Field, A. B. Fletcher, Walter Goodyear, Her- 
man W. Grannis, R. G. Gould, EdwardGray, 
E. H. Gane, George H. Hazen, George z 
Harris, Ralph Holden, C. S. Hallowell, Her- 
bert S. Houston, J. A. Hill, Capt. Homer W. 
Hedge, Frank C. Hoyt, George F. Heydt, A. 
S. Higgins, W. E. Hall, W. H. H. Hull, 
William B. Howland, F, L. Hoppin, W. W. 
Hallock G. H. Harmon, W. R. Hearst, 
Henry WL. Hornberger, E. T. Howard, Ben B. 
Hampton, M. B. Hayes, George F. Howard, 
Edward H. Haven, J. J. Hazen, A. C. Hoff. 
man, Clarence Hope, John H. Hawley, W. 
B. Hunter, William Handley, R. A. Holmes, 
A. L. Hart, C. H. Ingersoll, William H. 
Ingersoll, Wm. Travers Jerome, William H. 
Johns, Tudor Jenks, E. H. gag E. H. 
Kimball, Joseph Gray Kitchell, C. B. Kirk- 
land, John J. Korb, J.W Kennedy, E. C. 
Locke, William Leonard Lenhart, Walter C. 
Lewis, C. D. Lanier, H. W. Lanier, F. T. 
Leigh, Maj., F. P. Lindley, H. A. Le Fetra, 
Robert Lanier, Hamilton W. Mabie, P. W. 
Minnick, Edwin C. Madden, J. Franklin 
Murphy, S. H. Moore, Frederick F. Meyer, 
J. Rowland Mix, Theo. F. Merselles, M. H. 
Marlin, John Mackintosh, J. W. Morgan, 
Herbert Morris, Brockholst Mathewson, Win- 
slow Mallory, William L Miller, Arthur M, 
Morse Polk Miller, Einer Meyer, L. C. 
McChesney, A. A. McCormick, W. J. 
McIndoe, Robert M. McBride, W. H. 
McElroy, Conde Nast, W. J. Neal, Peter 
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Newell, Edward A. Olds, W. A. Pulow, John 
S; Phillips, E. E. Phillips, I. H. Page, Hallett 
M., Porter, Maj. C. H. Patton, C. H. Parsons, 
W. G. Preston, E. D. Preston, Walter H. 
Page, Frank Presbrey, Jolin O. Powers, J. 
Ay Richer. ee. . Roberts, * J 
Ri y orge P. Rowell, Emory Rem- 
ington, H. R. Reed, John &, Root, S. G. 
Rosenbaum, James Rodgers, W. P. Scott, Jr., 
W. G. Snow, A. D. Sargent, E. J. Seward, F. 
Hopkinson Smith, John A. Sleicher, Elle 
Sedgwick, C. A. Sheffield, M, A. Selsor, Mel- 
ville E. Stone, R, P. Smith, Frank G. Smith, 
J. H. Sears, Arthur H. Scribner, George F. 
Seward, W. S. Sullivan, L. H. Soule, Theodore 
E, Smith, Col. Henry L.. Swords, Frank Sea- 
man, Albert Shaw, Frank H. Scott, E. W. 
Spaulding, C, D. Spaulding, George W. 
Tryon, mard ufts, .' F. omas, 
Hollinshead N. Taylor, A. B. Thomson, 
Bond Thomas, Ralph Tilton, C. M. Tremaine, 
John Adams Thayer, James E. Tower, J. 
Walter Thompson, T. S. Tetley, George Von 
Utasi, Walter P. Wheeler, Richard Wig) tman, 
Richard S. Wood, R. C. Wilson, Artemas 
Ward, John Brisben Walker, Francis A. Wil- 
son, Harrison Williams, George W. Wilder. 
William Watt, William O. Wiley, H. D. Wil- 
son, O. H. L Wernicke,R. L. Winkle oC. F. 
Wychoff, Allen Wood, R. S. Yard and H. G 
Yeiser. 

A souvenir menu, got up like a 
miniature magazine, with parody 
ads and articles, contained hits at 
every magazine in New York, and 
at most of the prominent adver- 
tising propositions. There were 
over 100 pages of them, contribut- 
ed with illustrations by members 
of the club. The dinner was in 
charge of the officers and execu- 
tive committee, which comprise: 
Herbert S. Houston, president ; 
Henry D. Wilson, vice-president; 
S. Keith Evans, secretary; Rob- 
ert Frothingham, treasurer; ex- 
ecutive committee—Frank C. 
Hoyt, J. Rowland Mix, Eugene 
W. Spaulding, William H. Field, 
George H. Hazen and Curtis P. 
Brady. 


+> ——___—_ 

You can sell a man more in the long 
tun through the medium of his intelli- 
gence than you can through a play upon 
his impulses—a bill of goods sold on 
yy mea is only half sold—Agricultural 
Advertising. 


Bressep is the man who has not 
hatched out an advertising idea, for no 
one has stolen it from him.—Agri- 
cultural Advertising, 


> 





German Families areLarge 
and large f. 


z h us. . 
flat. Why not let us run your ad in the 


Lincoln Freie Presse 


LINCOLN, NEB. 











ECENT PUBLICATIONS 
suitable for holiday gifts will 
be fully described in the Seventh 
Annual k Number cf The 
Chicago Record-Herald. This il- 
lustrated resume will appear on 
Seren kine 
a recog ide for t oli- 
day a < naa 


{ In addition to the regular Satur- 
day circulation, exceeding 146,000 
copies, 8,000 extra copies of this 
issue will be sent to booksellers in 
the West and Northwest. 


{] For five years past the Record- 
Herald has printed more book ad- 
vertising than any other paper in 
the entire West. In the nine 
months of 1905 it contained 26,685 
lines more than its nearest com- 
petitor. 

Book reviews are a daily feature 
of The Record- Herald, which ap- 
peals to the intelligent people of 
this prosperous and growing sec- 
tion. 














By January Ist the cir- 
culation of 


Che 
Des Moines 
Capital 
will exceed 40,000. 


This prediction is based upon the 
fact that the Capital’s Bargain Day 
scheme takes place in December, 
as in previous years. Present cir- 
culation, 39,000. The Capital has 
not failed to receivemorethan 5,000 
new subscribers for the last three 
Bargain Days. The rate for this 
enormous circulation is but 5 cents 
a line. 


Write to New York Office, 166 World 
Bldg.; Chicago Office. 87 Washington 
Street, or Lafayette Young, Publisher, 
Des Moines, Iowa. 
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WOW OMEGA OIL Is AD- 
VERTISED NOWADAYS. 


AN ABRUPT DEPARTURE FROM THE 
“Boy AND GEESE” PUBLICITY ONE 
OF THE THINGS THAT HAS MADE 
THIS PROPRIETARY A_ DIVIDEND- 
PAYER—MAINTAINED FOR FIVE 
YEARS AT A  LOSS—TERRITORY 
COVERED TO-DAY AND THE ME- 
DIUMS USED. 


For nearly five years after it 
was introduced to the public 
Omega Oil held to its famous pic- 
tures of the “boy and geese,” 
which were founded on a water- 
color sketch by some unknown 
artist, picked up in a New York 
picture-shop. The boy and geese 
made Omega Oil known every- 
where. The oddity of this adver- 
tising seemed to have some fas- 
cination for the public. Cartoon- 
ists could not keep their hands off 
the idea during political cam- 
paigns and newspapers regarded it 
as a matter of importance when a 
boy-and-geese billboard blew 
down, or anybody cared to ex- 
plain why this curious method of 
advertising was adhered to. Pub- 
licity! Omega Oil got it in plenty. 
Yet during the period of this boy- 
and-geese advertising the remedy 
absorbed an advertising expendi- 
ture of more than $1,500,000, ac- 
cording to its proprietors, while 
the gross income for that period 
was $142,797 less than the adver- 
tising expenditure. Following is 
a statement of the deficit for 
those five years: 








Loss. 

WDA); ctsesscath ces $23,608 
BQOO. oc ccc -0- coe eseecece 27,187 
190r.. 46,206 
OGOR. .. 20 00cesceseves sce 27,319 
TQO3 + ccccc.ssccccccccccs 18,477 
$142,797 


“This was real money, too—not 
space trades,” explains Bert M. 
Moses, of the Omega Chemical 
Company. “It was the same kind 
of money they were paying twen- 
ty-five per cent for in Wall Street 
the other day.” 

Just about the close of its fourth 
year. or three years ago (Omega 
Oil has been in the market seven 
years all told) a radical change 
was majfe to the style of advertis- 
ing which is shown in the car 
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cards reproduced herewith. This 
series of cards, now running in 
the cars, represents the latest de- 
velopment of a line of advertising 
that was first crudely begun with 
the realistic picture of a young 
man tying up a sprained arm. 
Almost from the first month that 
this advertising was put out its 
effects could be traced in sales, 
and in the past two years Omega 
Oil has paid off its advertising 
deficit and now yields ‘handsome 
dividends. During November, 
1905, the sales were thirty-three 
per cent larger than for the same 
period of the year previous, while 
advertising expenses were reduced 
thirty per cent. 

These cards have three distinct 
merits: . 

First—Advertising strength due 
to their excellence as works of 
realistic photography that have di- 
rect bearing on the commodity. 

Second—Dignity that makes 
their message as agreeab.. to per- 
sons of esthetic taste as it is 
simple to the illiterate. 

Third—The value of suggesting 
new uses for Omega Oil and 
showin; at a glance how to use 
it for certain purposes. 

Much of the advertising effect- 
iveness of the pictures (which are 
made from models _ carefully 
posed) lies in the handsome re- 
production of the originals that 
has gradually been worked up. 
The first genre picture .of this 
sort, made three years ago, was 
somewhat dead in its flesh tones. 
The lithographers hit upon the 
scheme of transferring the half- 
tone screen direct to stone and 
printing therefrom, which gives 
the softness of a photogravure. 
The car cards are reproduced in 
this manner, in fine warm brown. 
ish-black, while for the large re- 
productions used on three-sheet 
billboards all flesh tones are 
transferred to stone by the half- 
tone process, the dress and other 


details being drawn in. The 
strong, simple lettering has al- 
ways been characteristic of 


Omega Oil advertising, and the 
company could not be induced to 
change it. These cards aye also 
Every- 


studies in brevity of text. 




















pratense 
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body believes in short advertising 
arguments, but few advertisers are 
brief. These cards, with six 
words and a figure, tell the name 
of the commodity, an ailment for 
which it is effective, show how to 
use it and give the price, as well 
as indicating that it is not neces- 
sary to purchase an expensive 
bottle of the liniment, 

“No newspaper advertising has 
been employed for Omega Oil for 
three years,” says M. Wineburgh, 
president of the company. “We 
never got our money back from 


Omega Oil is sold for fifty cents. 
This size will last a family at 
least six months, and probably a 
year. We can’t afford to spend 
much money to get a fifty-cent 
purchaser once a year. Newspa- 
per space costs, on the average, 
about eighty cents per thousand 
readers for one insertion of a 250- 
line advertisement. Magazine 
space costs a dollar per page per 
thousand readers. But in street 
cars we can reach 750,000,000 
persons for $1,600. 





“We are now using practically 
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the newspapers, though for four 
years we stuck to them doggedly. 
I do not wish to reflect on news- 
papers as an advertising medium 
in making this statement. There 
are good reasons why the papers 
do not pay us. Department stores 
nowadays occupy so much of the 
advertising space in every good 
newspaper that only large adver- 
tisements for a commodity like 
Omega Oil are seen. Our remedy 
might be exploited successfully in 
the papers if it were a dollar tonic 
that people took half the year. 
But the large size bottle of 


all the cars in such territory as 
we think it wise to cover. None 
of our advertising goes south of 
the Ohio River, nor west of the 
Mississippi, except in Iowa, Min- 
nesota, Missouri, Kansas and Ne- 
braska. But east and north of 
these boundaries we advertise 
closely. The South is avoided not 
because of the character of pop- 
ulation so much as because a cold 
climate seems to be necessary to 
produce the ills for which a lini- 
ment is necessary. The Far West 
is eliminated from our operations 
because, until the Pacific Coast is 
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reached, the population is thin and 
scattered, while on the Coast it- 
self there are not so many people 
as are to be found in a_ small 
group of the New England States. 

“Three-sheet posters are used 
along the elevated and under- 
ground lines in Néw York, along 
the elevated roads in Chicago, and 
wherever we can get hoardings in 
cities protected from weather. We 
have conscientiously tested every 
known medium of advertising 
with Omega Oil. One year in 
New York City our bills for elec- 
tric current and rentals for illum- 
inated bulletins was nearly 
$40,000. We have tried billboards, 
only to come to the conclusion 
that they didn’t give service. Pa- 
per blows down, looks shabby and 
is costly, while locations are not 
good. We have tried painted ad- 
vertising, too. But. the turning 
point in the advertising began 
when Mr. Moses hit on _ these 
new cards and we confined opera- 
tions to cars. How do we know 
that the latter medium pays? 
Simply by watching sales ein a 


given territory under the stimulus 
of first one medium, then another. 


“Another factor that helped 
Omega Oil onto a paying basis 
was the ten-cent trial bottle. 
Until April, 1903, the fifty-cent 
size was the only one we put out. 
But a smaller bottle seemed es- 
sential, and we visited all New 
York jobbers, many of the retail- 
ers, and wrote to hundreds of 
drug men throughout the country 
to find out what they thought of 
a ten-cent size. All were against 
it. “It will kill the fifty-cent 
size,” was the common opinion. 
But we put it out, nevertheless, 
against all cautions from the 
trade, and the trial bottle has 
given the remedy a total volume 
of sales it could not have attained 
upon the large bottle alone. Sales 
of ten-cent bottles now pay all 
advertising expense and all the 
cost of production and operation, 
so that sales of the large bottles 
represent clear profit. We must 
sell seven ten-cent bottles to make 
as much profit as upon a fifty-cent 
bottle, but sales are made so much 
more frequently that this is no han- 
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dicap. The trial size put Omega 
Oil in reach of poor people. Some 
families, we have found by inves- 
tigation, buy an average of. one 
ten-cent bottle every two weeks, 
whereas if the large bottles alone 
were on sale they might buy but 
one a year.” 

The Omega Chemical Company 
is a corporation, but it has only 
two stockholders—Mr. Wineburgh 
and Mr. Moses. Together they 
have charted the course of the 
good ship Omega and steered it 
around rocks and through cur- 
rents that threatened to swamp it. 

“Now that you have made 
Omega pay dividends, when do 
you intend to put out another 
proprietary,’ was asked. Mr. 
Wineburgh jumped to his feet and 
raised both hands to the heavens: 

“Never again!” he said, em- 
phatically; “never as long as we 
live. It took five years to bring 
Omega Oil through, and those are 
the best years of one man’s life. 
To go up against losses month 
after month, live in hope, but 
without any assurance of seeing 
your way clear, is too much of a 
strain to be taken on again. There 
were periods when we were 
spending $1,500 a day, $45,000 to 
$50,000 a month, for advertising, 
during which the orders for three 
days would not amount to $ro. 
You would have thought that 
sumebody was going around kill- 
ing off everybody that asked for 
a bottle of Omega Oil. The rea- 
son for this slow development 
s-ems plain enough now. It took 
time to educate the public to a 
liniment. There are fashions in 
proprietary medicines the same as 
in bonnets. At one time every- 
body will go in for internal tem- 
edies, at another for tabules, at an- 
other for liniments, and so forth. 
Fifteen years ago, when St. 
Jacob’s Oil was widely advertised 
everybody understood liniments. 
Then St. Jacob’s stopped, and the 
people forgot external remedies. 
With Omega we had to teach 
them to rub, and until that was 
done the sales were small. But 
Omega makes good, and creates 
demand. Besides, it is one of the 
cleanest remedies on the market. 
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If it doesn’t do good it can’t do 
harm, and it runs along year after 
year without complaints or attacks 
from anybody.” 


—_+o>—___—_—_ 
LITTLE HARM DONE. 


DiamMonp NATIONAL BANK, 
Fifth and Liberty Avenues, 
Pirtspurc, Pa., Nov. 15, 1905. 
Editor of Printers’ INK: 

The November 1st issue of Printers’ 
INK contains quite a lot of interest- 
ing matter concerning bank advertising, 
Among this is an article quaconng, Oe 
Commercial & Farmers’ National Bank 
of Baltimore. It gives some fac-similes 
of the bank’s advertisements, and 
makes comments upon them, 

I feel that you believe credit ought 
to go where credit is due, and I thought 
you would be interested in knowing 
that two of these ads of the Commer- 
cial & Farmers’ Bank; namely, the one 
headed “Rags” and the one headed 
“Appreciation” are not original with 
the Commercial & Farmers’ Bank of 
Baltimore. In fact, they are verbatim 
reproductions of advertisements issued 
by this bank. The one on “Apprecia- 
tion’ appearing in the Pittsburg news- 
papers the week beginning March 28th, 
and the one on “Rags” appeared the 
week beginning May 15th of this year, 
both of which dates are prior to the 
time of appearance in the Baltimore 
papers. The advertisement on “Rags,” 
I think, you reproduced from the Pitts. 
burg Dispatch in a former issue of 
Printers’ INK. 

You will note, too, that the diamond 
used by the Commercial & Farmers’ 
Bank is an exact copy of what we use 
in advertising our two banks—the Dia- 
mond National and Diamond Savings 
Banks. The Diamond Savings Bank 
uses the white background and black 
letters, and the Diamond National 
Bank the black background and 
white letters. Recently in our Dia- 
mond National ads we have added the 
skyline of Pittsburg above the diamond, 

We are broad in our — and 
can see no reason why a bank should 
not benefit from another bank’s ideas 
and experience. We have noticed the 
growth of Mr. Mason’s bank, and have 
been interested in and admire his pub- 
licity campaign, yet it is quite a strain 
on ethics, not only in using the exact 
language of another, but claiming 
credit for an original way of saying 
things, and allowing the impression to 
go abroad that the author of these 
items was in the Commercial & Farm- 
ers’ Bank. 

Understand our objection is not pri- 
marily against the use of our ads, by 
another, but mainly against another 
assuming credit for matter that origin- 
ated in this office. 

Very truly yours, 
D. C. Witts, Cashier. 


Sh —————— 


An advertiser should remember that 
he is talking to another man’s wife and 
speak pleasantly.—Agricultural Adver- 
tising, 


INK, 


CLAIMS THE CREDIT. 


PaInTER-ToBEY-JonEs Co., 
Successful Advertising, 
356 Dearborn Street, 
Cuicaco, Nov. 13, 1905. 
Editor of Printers’ INxk: 

I notice in your issue of November 

8th an article regarding the success of 
the Gillette Razor advertising and I 
beg to give you a few facts, 
f placed the advertising for the 
Gillette Sales Company from its first 
advertisement up to and including the 
issues of July, 1905, with the excep- 
tion of a few months the latter part of 
1904 when I was out of the city. 

The advertising I placed was a 
strong feature in bringing the sales 
from apparently nothing to nearly a 
thousand a day at the time that I dis- 
continued placing their business, 

I have proofs here in my offices that 
my campaign of advertising cost less 
per inquiry than it has since July or 
during the time that I was out of the 
city the latter part of the year 1904, 

Of course trade conditions on any 
article of this sort means that the cost 
per inquiry for the advertising should 
grow very rapidly, but for considerably 
over a year was able to keep this 
cost at nearly the same price. 

I think it is hardly fair to “give 
another agency credit for the adver- 
tising success of an article that was 
already a success when they began to 
handle it. Yours truly, 

Geo, J. KENDALL. 
 . - 


“TRIBUNE'S” PROSPERITY. 
OAKLAND, Cal., Oct. 10, 1905. 
Editor of Printers’ INK: 

We have outgrown our present quar- 
ters, so we will erect a building of 
our own, 

Our business has increased so fast 
during the past three years that we 
hardly realized what was happening 
until we found it was impossible to 
continue growing' without greatly added 
facilities, 

The Tribune building will be a 
Strictly modern. structure in every 
respect. 

Ground was broken Sept. 25th and 
the work will be crowded so as to 
enable us to start the New Year in our 
own home. 

When the structure is completed the 
Tribune will enjoy the distinction of 
being the only Oakland daily owning 
its own building. Very truly yours, 

TriBuNE PuRBLIsHING CoMPANY, 

By M. De L. Hadley. 
——_ +o 

SHow me an editor neglectful or 
contemptuous of the advertising end 
of the business and I will show you 
an editor who is both a barnacle and a 
leach, a detriment rather than an aid 
to the newspaper with which he is 
connected.—Pacific Coast Advertising. 

—__+o-___— 

“It seems that straight advertising 
won’t interest the public in this thing. 
We'll have to devise some other plan.” 

“Well, the only sure way is to get 
the newspapers to roast it.”—Life, 


THE 











THE GOLD MARKS. 


These marks, in the American 
Newspaper Directory, are ex- 
plained as follows: 

(®@©) Advertisers value’ this paper 
more for the class and quality of its 
circulation than for the mere number 
of copies printed. Among the old chem- 
ists gold was symbolically represented 
by the sign @©.—Webster's Dictionary. 

Many publishers indicate, every 
year, an active interest in these 
marks, and make application for 


them to the Directory editor. To 
every publisher who thus ex- 
presses a desire for the Gold 


Marks, an invitation is given to 
submit the reasons why he con- 
siders his publication eligible, and 
if his claim is sufficient the marks 
are accorded. If it is lacking in 
the least particular, they are with- 
held. In either event, the Direc- 
tory publishers do not find it ad- 
visable to correspond with the pa- 
per upon the subject. 
* * * 

Below is given a pretty strong 
specimen of the sort of arguments 
used to prove a paper eligible to 
the much coveted distinction: 


Szattte, Wash., Nov. 13, 1905. 
Mr. Chas. J. Zingg, Manager, Printers’ 

Ink Pub. Co., 10 Spruce Street, New 

York, N. Y. 

Dear Str—Replying to your favor 
of the 8th. We appreciate your posi- 
tion in connection with our letter of 
the 2d. We therefore withdraw the 
letter of the 2d, and again submit the 
matter regarding the Post-Intelligencer 
and its claim to be listed in the gold 
mark papers. 

Yours truly, 
Post-INTELLIGENCER Co., 
S. P. Weston, Business Mgr. 

a * 


The Post-Intelligencer should be en- 
titled to receive the Gold Marks in the 
American Newspaper Directory for the 
following reasons: 

1. It “has a name and history.” 

2. It is the oldest paper in Seattle. 

3. Seattle is so situated that the 
morning paper, the P-I, covers a radius 
of 200 miles, reaching such points be- 
fore evening the same day, and before 
any other city paper can. 

4-_ It is the only morning paper in 
the largest city in the State. 

5. It is the oldest paper in the State, 
having been established in 1866. 

6. By age, by character, by influence, 
by the territory covered it is: the lead- 
ing daily in the State of Washington. 

7. It is the oldest established daily 
newspaper printed within the limits of 
the States of Washington, Idaho, Mon- 


tana, the District of Alaska and British 
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Columbia, in which it to-day has gen- 
eral circulation. 

8. It has the largest bona fide full 
paid circulation of any daily, and Sun- 
day, newspaper published within th 
territory specified above, and yet it 1s 
published at the highest price of any 
except the ‘Klondike’? newspapers. 

9. Its history is identified with the 
development of the Pacific Coast and 
Alaska. It is known from San Diego 
to Point Barrow; from, Tokyo to Saint 
Paul. It is quoted from the Straits 
Settlements to Siberia in the Far East, 

10. It is affectionately known—and 
it is the only newspaper in the United 
States so generally known—by a nick- 
name. “The Old P-I.” is better known 
as such than “The Pic” in New Or- 
leans or “The Trib” in Chicago—both 
Gold Mark papers, and the only ones 
nicknamed. 

11. Its circulation 
readers in its field 


reaches all the 
who have more than 
average intelligence and purchasing 
power, but it reaches more, for it 
reaches practically all of the Alaskans 
and Klondikers—money_ spenders. 

12. It is known as “the old reliable.” 
One instance may be tited: There are 
nearly 5,000 Japanese in Seattle. Their 
representatives telephoned the editor 
asking to be informed “when Port 
Arthur falls,” “Because we know if 
the Post-Inteligencer says so it will be 
true, and if the other papers say so 
we will not know.” In thie respect its 
character for reliability is as well es- 
tablished in Seattle as that of the Sun 
in Baltimore. 

13- In some respects it is the most 
comprehensive newspaper published 
west of Chicago. A close study of its 
columns will show in the course of a 
week more diverse interests represented 
than in, perhaps, any other newspaper 
in the United States. No newspaper 
in this part of the country has ever 
paid so much attention as has the P-I 
to good morals, fine arts—music, lit- 
erature and the like, yet equal atten- 
tion is given to agriculture, mining and 
commerce as specialties outside of gen- 
eral news and politics. 

14. <A recent letter from D. Apple- 
ton & Co. says: “the Post Intelligencer 
has always seemed to us the best paper 
in Seattle.’ | Bobbs-Merrill & (Co. 
write: “We have long counted the re- 
views in your columns as among the 
best and most thorough we have re- 
ceived.” The Ladies’ Home Journa! in 
September gave nearly a 
original work of the P-I. 
B. C. F. M.” (tainted money) met here 
this year and appointed another paper 
its official organ, but the P-I’s report 
was so thorough, accurate and compe- 
tent that the enclosed card of thanks 
was given to it, and later on the Pres- 
byterian Ministers’ Association o 
Seattle passed a resolution, also en- 
closed. 

15. The United States Government, 
Department of Agriculture, has reprint- 
ed and published matter first published 
in the  Post-Intelligencer—an honor 
never before paid, so far as known, to 
a newspaper; and the United States 
Signal Corps Gen. A. W. Greely has 
presented a frank over the United 


page to 
The “A. 



































States Government Alaska Cable and 
Telegraph system to the editor of the 
P-I “in recognition of the valuable 
services of the newspaper in the de- 
velopment of Alaska.” hese are only 
a tew citations to show the high char- 
acter and standing of the newspaper. 


16. Politically the P-I wields a 
power, One citation may serve. In 
the last campaign the Republican 


nominee for Governor did not have the 
support of another daily newspaper in 
Tacoma, Seattle, Spokane or Walla 
Walla, the leading cities of the State, 
yet the campaign of the P-J was such 
that when elected the Governor wrote, 
on November 6th, that “‘without your 
support I know that to-day I would be 
a private citizen and not Governor- 
elect.” There is no question but this 
was largely due to the stress and 
weight giver by the people of Wash- 
ington to the utterances of the P-I. 

17. It is the family paper of its field. 
The P-I can and does go into any re- 
spectable house. It avoids salacious 
scandals, and mothers appreciate it and 
are not afraid to let their daughters 
read it and they do. 

18 It is the representative of its 
city. It speaks with authority and by 
the card on all topics of municipal or 
civic interest and the people know it 
and recognize it. : 

19. It is an institutional newspaper. 
It has had several owners and editors 
within recent years, but its character 
and position are rock-ribbed, solid and 
substantial although the newspaper im- 

roves and adds all up-to-date features. 
he most common remark of strangers 
is that the P-I suggests either the Chi- 
cago Tribune or the New York Herald, 
although it does not resemble or copy 
either of them. 

20. Advertisers recognize the fact 
that the P-I’s editorial page is one of 
its strongest features. It is more wide- 
ly quoted in the East than any other 
Pacific. Coast paper. The demand for 
exchange is so great that such requests 
have to be refused on the free list, and 
reputable daily papers outside of the 
State pay for it, while every daily and 
weekly published in the State receives 
the P-I and quotes from it. The edi- 
torial pages of scores of weeklies con 
sists largely of P-I editorials. As @ 
citation read the enclosed letter, re- 
ceived while this was being written. 

21. The P-I may claim to be a paper 
of national renown—it may be said in- 
ternational renown, considering Canada 


a foreign country, as it really is, 
though a neighbor to us. The dis- 
covery of the Klondike and of _ the 


Seward Peninsula goldfields at Nome 
made the P-I an authority on Alaska 
and the Yukon region, and it is recog- 
nized as such by the leaders of Con- 
gress. Ask “Uncle Joe’ Cannon what 
the P-I is, or for that matter you 
could ask Theodore Roosevelt and get 
the same reply—that they know it well. 

22. The P-I is a sane, sound and sub- 
stantial newspaper. It is not a “‘con- 
servative” newspaper in the sense of 
old fogy or old-fashioned. No news- 
perer could be that in Seattle and live, 
ut. it represents “the square deal” a 
broad, liberal, charitable view of hu- 


PRINTERS’ INK, 





19 


manity and its foibles, but sets its face 
like steel against crookedness, narrow- 
ness and unrighteousness, 

23. In character and quality of cir- 
culation the fPost-Intelligencer is the 
peer of any on the Gold Mark list and 
superior to several, as it is to Some in 
character, quality and quantity—the 
three elements of publicity that have 
value. 

24. It is the only daily paper west 

of the Mississippi Kiver, and is one of 
the six great Dailies of America, which 
refuses to print the advertisements of 
quack doctors, objectionable medical ad- 
vertisements, matrimonial, _ get-rich- 
quick, fake investment or dishonest ad- 
vertisements of any character, 
__ 25. Its advertising columns are rig- 
idly edited for objectionable matter. 
The Post-Intelligencer refuses adver- 
tisements of this character amounting 
to many thousand dollars annually. 
Other Seattle papers carry such adver- 
tising. 

26. It is edited both in news and ad- 
vertising for home reading, 

_ 27. Over go per cent of its circula- 
tion is delivered to homes and business 
a I . 

28, Its subscription price is 7s5c. a 
month, Other Seattle pee Ri. of- 
fered at_25c. and soc, a month, 

29. Its circulation cash revenues 
are the largest of any paper in the 
State. 

30. The circulation report of the ex- 
pert of the Association of American 
Advertisers, made in July 1905, says 
“the total cash received from alf 
sources of subscriptions is very close 
to 87 per cent of the amount due.” 

31. Practically every retail mer- 
chant catering to the medium and bet- 
ter class of trade uses its advertising 
columns, 

_32. It is accorded by advertisers the 
highest ey circulation of any paper 
published in the State. 

33- You have our permission to ask 
any reputable business concern, banker 
or retailer in Seattle, for their opinion 
of the character and standing of thé 
Post-Intelligencer, and the quality of 
its circulation. 

34. You may put the same question 
to all the newspaper publishers in this 
State, or to the State, city or county 
officials, any commercial body, any re- 
ligious, charitable or . educational or- 
ganization. 

35. It is the paper that the native 
born residents and pioneers of the 
State of Washington have always de- 
pended upon for reliable city, State, 
national and foreign news. ‘The P-I 
is one of the oldest business institu- 
tions in the State. 

_ The Post-Intelligencer has one 
advantage over ever er on the 
Gold Mark-list. It hes Seas had and 
maintained, and now has and maintains, 
a monopoly of the morning newspaper 
field in Seattle, now a city of over 
170,000. If you live in Seattle or are 


a_ stranger at a Seattle hotel, if you 
wish to-read a morning newspaper, you 
must read the P-I. There is no other 
to read. 

37. The fact that there is an im- 
pression prevalent that the P-Z- would 
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be entitled to the Gold Marks if the 
facts were well ‘understood, as they 
ought to be, is an indication that other 
people think so. 

In the 1905 issue of Rowell’s 
American Newspaper Directory 
the following one hundred and 
twelve publications are distin- 
guished by the Gold Marks (o~) 
out of a grand total of 23,146 peri- 
odicals listed in that book: 


NEWSPAPERS. 
New York Sun (morning) Pet 
New York Sun.......ccsesccossccssseseees SD 
New York Times ......0.+00++ D 
New York Times ...........e00 sApaes scene 
New York Herald ...-sesesess 
New York Herald .....ccccccssesecesecees S 
New York Tribune ........ 
New York Tribune... 
New York Evening Post 
New York 
New York Staats-Zeitung 
New York Staats-Zeitung......++.++++++++ S 
New York Law Journal D 
Brooklyn Eagle 
Brooklyn Eagle.. 
Chicago Tribune.. 
Philadelphia Press............ 
Philadelphia Public Ledger. save 
Pittsburg Dispatch......... 
Boston Evening Transcript. 
Baltimore Sun....-++ee- 
Buffalo a 


Buffalo Illustrated Express..... 

Rochester Post-Express....... 

Cincinnati Enquirer .. aoe bin 

Cincinnati Enquirer ............++++ eocncs S 

Columbus Dispatch... 

New Orleans Picayune. . onee 

New Orleans Picayune.......-.+- opansae S 

New Orleans Times-Democrat 

Milwaukee Evening Wisconsin.... 

Washington Star..... 

Louisville se oe 

Louisville Courier-Journal s 

St. Louis Globe-Democrat....... i a 

Providence Journ 

Providence Journal...... S askwaseseeve. : 
artford Courant 

Soins (Mass.) Republican... Sess 

ringfield(Mass.) Republican............ S 

Wo rcester L’Opinion Publique . D 

Charlotte (N. C.) Observer D 

Charleston News and Courier 

Columbia State. . 

Atlanta Constitution. ube ehekeUndens eoueees 

Savannah Morning News... 

Dallas Morning 

Galveston News. 

Montgomery Advertiser ... 

Lewiston (Me.) Evening Jou cf 

Lewiston (Me.) Journal ........ coe 

Norfolk (Va.) Landmark 

Portland Oregonian 

Petersburg (Va.) Index-Appeal ......... is 

Petersburg (Va.) Index-Appeal 

Halifax (N.S.) Heral 

London (Ont.) Free Press........... «+ eee 

Toronto (Ont.) Globe ............ icdechawe 


CLASS JOURNALS, 


Commercial Bulletin, Boston 
Manufacturers’ Record, Baltimore.. 
Tradesman, Chattanooga 

Railroad Gazette, New York 

Engineering and Min. Jour., New over W 
Engineering Magazine, New York. ..M 
Engineering News, New York.. 


bebo veyeysoy 


oS 


Electrical World, New York...... 

Electrical Review, New Yor' 

Street Railway Journal, New York.. 

Tron Age, New ork...» acdesden toe’ . 

Am, Wool and Cotton Reporter, Boston. 

Grain Dealers’ Journal, Chicago 

Furniture Record, Grand Rapids M 

Real Estate Record and Builders’ Guide, 
New York WwW 

Architectural Record, New York.... 

Carriage Monthly, Philadelphia. . 

Northwestern Miller, Minneapolis. 

American Machinist, New York........ ot 

Machinery, New York......... coccceccece MA 

Inland Printer, esse. 

Bakers’ Helper, Chicag 

Confectioners’ "Tome, Philadelphia....M 

Boot and Shoe Recorder, Boston........W 

Textile World Record, Boston rer 

Shoe and Leather Gazette, St. Louis......W 

Pharmaceutical Era, New York WwW 

National Druggist, St. Louis. 

Dry Goods Economist, New York.... 

Apparel Gazette, Chicago ..S-M 

Crerand's Cloak Journal, New York......M 

Hardware Dealers’ Magazine, New York..M 

Keystone, Philadelphia....... 4 

Country Gentleman, Albany 

Hoard’s Dairyman, Ft. Atkinson, Wis....W 

American Thresherman, Madison, Wis....M 

Army ard Navy Journal, New Yor 

Scientific American, New 

Clipper, New York 

Dramatic Mirror, New York 

Vogue, New Yor 

Maritime Register, New York.. 

Pilot, Boston 

Churchman, New York.... . 


MAGAZINES, 


Forest and Stream, New York 
Life, wou Foes S emire heasia N0pa +> $06n¢0 00 


Atlantic Monthin, DORLOR., 09 Kccrevsie ipove 
Century, New Yor 
Country Life in America, New York. 
Harper’s Weekly, New York......... 
Harper’s Bazaar, New York 
Harper’s Monthly, New York.... 
ee 

THE 1905 catalogue of the books pub- 
lished by Thomas Y. Crowell & Co., 
New York, is a handsome, convenient 
brochure of fifty pages, each page be- 
ing devoted to one book or set of books. 
Brief, sensible descriptions take the 
place of the rhapsodic stuff that so 
often finds its way into book catalogucs, 


eee eens 


WHEN a man knows what he buys, 
and what he buys it for, he is satisfied 
with his purchase. You can sometimes 
arouse a man to the buyi point, and 
he blindly wa the purchase without 
knowing why he is afraid of you 
afterwards and pete away.—A gricult- 
ural Advertising. 


Water is a good thing for a man’s 
stomach and it’s good for the roots of 
growing plants—but it’s a bad thing in 
advertising construction. You've got to 
feed solids to the printed page if you 
want people to know “where you are 
at.”—Agricultural Advertising. 

——— +o 


Every time a ‘button drops off it puts 
more responsibility upon the others. 
And advertisements are the_ buttons 
that hold up a man’s business.—Ag- 
ricultural Advertising. 
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Sincerely yours, 


MR. F, W. AYEK, HEAD OF THE GREAT ADVERTISING AGENCY OF N, We AYER 
& SON, OF PHILADELPHIA, 
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A Roll of Honor 


(THIRD YEAR.) 
Ne amount of money can buy a piace in this list fora paper not having the 


requisite qualification. 





m publishers who. accord- 





Advertisements under th 


tro’ 
ing to the 1%5 issue of Rowell’s ‘american Newspaper bens «nye OF fave suomitted for 


y signeu and dated, 





that edition of the Directory a 


also from publishers who for some reason tailed to obtain a Scare rating in the 196 


Directory, but have since eee | a@ detailed cir 





as described above, 


covering a period of twelve months prior to the date of making the qcasament, such state- 
ment being available for use in the 1906 issue of the American Newspaper Directory. Cir- 


culation figures tn the ROLL oF Honor of the last named character 


are marked with an (>). 





These are generally regarded the publishers who believe that an advertiser has a right 


to know wnat he pays his hard casn for. 





&™ Announcements under this classification. if entitled as above. cost 20 cents per 
line (two lines are the smallest advertisement taken) under a YEARLY contract, $2.90 for 
@ full year. 10 per cent discount if paid wholly in advance. Weekiy, peau or 


corrections to date showing increase of circulation can be made, 


quarterly 
ided the publisher 
al period, 


pro 
sends a statement in detail, properiy signed and dated, covering the addition: 
in accordance with the rules of the American Newspaper ‘Directors. 


Publications which have sought and obtained the Guarantee Star have the 


mty cents aline. The extent and full meaning of the Star 


privilege of using the star emblem in their advertisements in the Roll of Honor at 
Pre regular rates of twen 


Guarantee is set forth in Rowell’s American Newspaper Directory in the catalogue 
Cosetiptien of each publication possessing it. No publisher who has any doubt 


that the abso 


ute accuracy of his circulation statement would stand out bright and clear 


after the most searching investigation, would ever for amoment consider the thought of 


securing and using the Guarantee Star. 
ALABAMA. 


™ Athens. Limestone Democrat. weekly. R. H 
Walker, pub. Actual arer. first 5 mos. 195,1,082. 


Birmingham. Ledeer. dy. Average for 1904, 
19,851. Dest advertising Tedinss in fv Bos 


ARIZONA. 


Pheenix. Republican. Dats everans fof ‘Or 1904, 
6,889. Chas. T. Logan Special Agency, 


ARKANSAS. 


Fort Smith. Times. daily. Actual arerage 
Sor 1904. 8.876, Actual average for October, 
‘November and December, 1904, 8,646. 


CALIFORNIA. 
. E Democrat. A 
155. Williams & Lawrence, NY. & Obicago. 
Mountain View. Signsof the Times. <Actuai 
ly average for 1904, 27,108. 


@akland. Herald, daily. Areraye for 1904. 
,588. Now 8.500. E. atz, Spec, Agent, N. ¥. 


Oakland. Tribune, ¢ vening. Average nine 
months ending Sept. 5v, 195, daily 18,447. 

San Franci«co. Call, d’y and S8’y. J.D. Spreck- 
eis. Actual daily average for year ending 
August, 1905, 62,617; Su ag 88,941. 


San Franelaco. Sunset Magazine, monthly, 
literary; two hundred and eight pages, 5x8. 
Circuiation: 1904, 48.916; 11 months 1906, 
69,545. Home Offices, £31 California Street. 

San Jose. Morning Mercury and Evening 
Herald Average 1904, 10.575. 

San Jone. The Raven. n. “The Californian Month 
ly.” 1904, 10,000, 

San Jose. Town and Country Journal, 


W. G_ Bobannan Co Average 1904, 9125. 
May, June and Fate. 1905, 20,000. 
COLORADO. 


Denver. Clay’s Review, weekly; Perry A. Clay 
Actual average for 1904, 10,926. 








Denver, Post, daily. Fost Printing and Pub- 
lishing Co. Average for hb, 44.577. 
Sor Oct., 1905, dy. 46t12." “wy. B 59,839. 


t@™” The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 

Pueblo. The Pueblo Chieftain. A cir- 
culation for year ending August, 1905, 219. 
Reaches all Southern and Western chern Gn lorado 
many hours before the Denver newspapers. 


CONNECTICUT. 
A ia. Sentinel, d 
tet months vs 1 11- E. Kats, Bpea. Ager Be 
Bridgeport, Evening Post. Sworn dail ov 
to Oct, 1,1905,11,001, EH. Katz, Spec. agt.. 
ridgeport, Stendard. Sworn av, to oa 
1905,6,206. La Coste & Maxwell, Spec., N. Y. 


i panning Telegram-Union. Sworn dail 
to Oct. 7,'05.10,125. E. Katz, Spec. Ayt.. N. NY. 





ihe riden. —— 
Py ~ry esd evening. Actual arerage 
Meriden. PE gn Record and Republican. 
daily average for 1904. 7.559, 


i . Evening Register. daily. 
av. for sss, 18/6181 Sundar Sunday, 11,107. 


New Waven. eer nue. Aver. ne, %. ont, 
First 6 mos. 05, over §,.000. Katz, Sp. Agt. N.Y. 
New Haven. Union. Av. 1904, 16.076. First 
siz mos.,’05,16,187%. E. Katz, Spec. Agt., N.Y. 
New London. Nay.ev’e. Aver.’04, 5.855, 1st 
6 moe. 06, 6.090. E. Katz., Spec. Agt.,N. Y. 
Norwalk. Evening Hour. Daily arerage year 
enditg Dec.. 1904,%.217. Aprileire., as certified 
by Ass’n Am. 4dv’rs.all returns deducted, 2 869. 


PR ey ge morning. Arerage for 1908 
4.988; for 1904, & 850; now, 6,488. 
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a dy. Aver. for 1904, 
Maxwell Spec. Agents, N. Y. 


, Tha ARE 


ernstes: Every Evening. Average guar- 
teed circulation for 1904, 11,460, 


Wilmington. Morning News. Only morning 
paper in State. Three mos. end. Dec., 1904, 10,074, 


DISTRICT OF COLUMBIA. 


Washington. Eveni: Star, daily and Sun- 
day. Dott cverage for Wes. 85.502 (OO). 


b.tt0 te 





FLORIDA. 
derherast testa EArt ts 
GEORGIA. 


Atlanta. Constitution. D’y av. °0s, 88,888; 
W'y 107,925. Aug.'05, d’y 40,723; S’y 50,102. 


Atianta. Journal, dy. Av. 1904, 42.608. oe: 
4905, 46,906, Sy. 49.255, Semi-weeily 55.9% 


Atlanta. News. Actual “Actual daily average 1904, 
24.230. S. C. Beckwith. Sp. sg., N. Y. & Chi. 


Atlanta, The Southern Ruralist. Sworn aver 
age jirst six months 1105, 82.833 copies monthly. 


Auguata, Chronicle. Only morning pre 
1904 average. daily &.66 1: Su 661; Sunday 7.480 


wf Herald. arera Average for March. April 
and May, 1,875. Richest county in So. Georgia. 
ILLINOIS. 


Cope, Citizen. Daily Average 1904, 1,196, 
weekly, 1,127. 


Ch ber, 1905. no issue of 
daily less ron este: oe and weeily, 6,100. 


O@hieage. Bakers’ Helper, monthly ($2.00). 
Bakers’ Helper Co. Arerage J for 1904, 4.100 (OO). 


Ghtenge Bees Breeders’ Gazette. weekly, $2.00. 
Average ci: 








reulation on to Oct. 181. 66-423. 


. Farmers’ Voice and Naticnal Rural. 
asain aver., 1904, 25.052. Sept., 1906, 40,000. 


Chieago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual arerage 1904, 13,750. 





Chieago, Inland ’rinter. Actual average cir- 
eulation Jor 1904, 18,812 (© ©). 


Ohieago. Orange Judd Farmer. Only agricul- 
her covering the prosperous Western 
Coomnn I never less than 90.000, 


Ne n 
filinols, “Michigan.  Sivisex sconsin. Towa and Minn- 
esota; half the povtoffices in Indiana anak ansas 
and two thirds Ort those in the Dakotas. All ad- 
vertisements guaran 


Chicago, Record-Herald. Arerage 1904, daily 
145.761. Sunday 199.400, Average first four 
mos. 1905, daily 148,928, Sunday 208.501. 
&@ The absolute correctness of the latest 

circulation rating accorded 
the Chicago Record-Herald 





Gta is guaranteed by the pub- 
1 No lishers of Rowell’s American 


Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 
feago. System, monthly. ey “A &. 
a astern office | Madison Ave., Ar. 
py Feb. 1°06, 88,750, te ee he. 
1905, 60.200. 
Star-Couri Av. for 1904, daily 
sao. 1.27 78. Taste, iitlox 05, 3.802. 
Peeorta. Fvening Journal, daily = Sunday. 
Sworn daily average for 194, 15.525 


Peoria. Star. evenings ana oily morning. 
Actual averuge fur 194, d'y 21.523. S’y 9.957. 
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INDIANA. 


Evanaville. Journal-News, Ar. for 1904, He 
030. Sundays over 15.000. EZ. Katz, 8. A..N.¥ 


Marion. Leader, daily. WW. B. Westlake, pub. 
Actua: a: erage Jor year 1904, 5,685, 


Muncie. Star. Average net sales 1904 (ali re- 
turns and u.sold copies deducted), 28.781. 


Notre Dame. The Ave Maria, Catholic weekly. 
Actual net ax ‘erage Sor 1904, 2 194, 28,315 


Riehmond. Sun-Telegram. Sworn ar, 1904, dy. 
8.761. 





South Bend. Tribune. Sworn daily arerage, 
1904, 6.539. Sworn aver. for Oct., 705, 7,816. 


INDIAN che og aa 


Ardmore. Ardmoreite, daily — aoe 
Average Sor 1904, dy.. oR O6s: wy.. $.2 


IOWA. 


Davenport. Democrat anc Leader. Largest 
gaar. c:ityctrcu’n. Sworn aver, Oct.. 1905, 8,002. 


Poxengers. Times. Daily arer. Oct,, 10.685. 
Circulation in City or total guaranteed greater 
taan any other paper or no pay Jor space. 


Des Moines. Capital. aaily, Lafayette Young, 
publisher. Actual average sold 194, 36.3838. 
Present circulation over 89.004, 

City circulation guranteed largest in Des 
Moines. Carries more department store adver- 
tising than all other papers combined. Carries 
more adt Ing in six issues a week than any 
competitor wn sever.” 


Keokuk. Gate City, Dail 
daily six months, 1905, 3.2 

Museatine. Journal. Daily ar. 1904, £84, 
tri-weekly 3,089, daily, March. 1905, 5,45% 


Sioux £ity, Journal. daily. Average pm 1904, 
sworn, 21.784. Av. Fr Sept., 1x5, 25.958. 

Pritts most news and or bgton and local ad- 
vertising. Readin no per obit of the homes in city. 


Sioux City. Tribune. gbrenine. Net sworn 
daily, average 1904, 20,678: Sept.. 1905, 24.461. 
The paper of largest ‘paid circulation, Ninety 
cent of Sioux City’s reading public revds 
the Tribune. @nly Iowa paper that has the 
Guaranteed Star. 


KANSAS. 


Wutehinson. News. Daily 1904, 2.964. First 
five mos, 05, 8.396. H. Katz, 8p, Agent, N. Y. 


KENTUCKY. 





cue av. 1904, $1453 





Harrodaburg. Democrat. Best Blu uegrags 
families at 3c. per 1,000. Proven av. cir., 8.582. 

Lexmgten,. gata Av. Koa 4.041, Sun. 
5.597, Aug., evd.. 4.549. i Rate Boies Agt. 

Loutaville. oneak het e areraage year ending 


yea: 
June 30, 1905. $6,025 (>). Beckwith Agency, Rep. 


Owen«boro. Messenger, dy. and twice-a-week. 
Av. 3 mos. end. Sept. 30, ’05, dy. 2,482; twice-a- 
week, 4,292, 

Padueah. Journal of Labor, wkly—Accepts 
only the best class of advertising and brings 
results trom the best class of wage-workers. 


. aagere The Sun, Arerage for April, 1905, 
626. 


LOUISIANA. 


New Orleans, [tem. official journai of the 
vity. Av. cir. jirst eight months 195, 22,095, 


MAINE. 


Augusta. Comfort,mo. W. H. Gannett, pub. 





Actual average Jor 194, t. 269.641. 
Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1904. 6.844, weekly, 2 486. 


Bangor. Commercial. 
8.991. weekly 28.837. 

Dover. lage y= Ubserver. 
average 1906, 1.918 

Lewiston. Beennin Journal, Caily. 
1904, = ,524(© ©). weekly 17,450 (@ ©). 


Average Jor 1904, daily 
Actual weerly 


Aver. for 
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Phittien, Maine Woods and Woodsman waatity. 
J. W. Bracwett Co. Average for 1904, 3.180 


Portiand. Even ng Fxpres ress, Average for 1904, 
daily 12,166. ‘elegram, 8,47 6. 


MARYLAN D. 


pasner. American, dy. Aver. to June 30. "06, 
64,v6s. Sun., 58.518. No return privilege. 


Baltimore. News, daily. Even- 
ing News tublishing Company. 
average 1W4A, 52.7834. For 
Attala October, 1905. 9,510. 
AN The absolute correctness of the 
aa = itest circulation rating ac 
3 NEWws is guaranteed by the 
Kwmpaper pik sa el py one hence 
lewspaper will pay one hw 
dollars to the poy beg dl who successfull 
tro: erts its accuracy. 


MASSACHUSETTS. 


Boston. Evening Transcript (OO). Boston’s 
tea table paper. Largest amount of week day adv. 


Beaton. Glove. Aver. tv Oct. 1, 1905, daily, 198.+ 

*619. Sunday, 301.425. “Li ryest Circulation 

Daily of any two cent paper in the United States. 

100.000 more circulation than any other Sunday 

paper m New Englund” sdvert:sements go in 
morning and asteruoon +ditious for one price, 

&@™ The absolute correctness of the latest 

circulation rating accorded 

the Boston Globe is guaran- 

teed by the publishers of 

the American Newspaper 

Directory, who will pay one 

hundred dollars to the first 

person who successfully controverts its 


accuracy, 


Boston. Post Ave Oct., 196. daily 
286,215: 1904, 219.721, » > Sunday Post, 
arerage Oct.. 195. 196.530: 194, 179. 268. 
Largest — circulution for 1904 in all New 

land. whether morning or evening, or morn- 
ing and evening editions combined. Second 
largest Sunicy circulation m tiew England. 
Datly rate. 0 cents per agate line, flat. run-of- 
paper ; Sunday rate. 18 cents peri:mne. The best 
advertising propositions m New England. 


Fall River. News. Largest cir’n. Daily ar. ’04, 
6,951). Robt. Tomes. Rep., 1/6 Nassau St.. N.Y. 


Salem. News. /aily circulation, 17,500. 
Only paper in_district. 


Springfield. FarmandHome. National Agri- 

cultural semi-monthiy. Total paid circulation, 
872.564, Distributed at 59.164 postoffices. 
a and — editions. All advert:se- 
ments guarantec 


Springfield. New Eng England Homestead. Ouiy 
Pala cir agricultural weekly in New KEnglan: 
circulation, 40,000. Keaches every post- 
Office in Mase.. 8. 1. and Conn., and all in Ver 
mont, New Hampshire and Maine. except a few in 
the wooas. All advertisements guaranteed. 


Springfield. Good Monsstecging, ws Aver 
age jirst 5 mos. 208.42 No ie 1e88 
than 200,006, iy advert. bee gua; aateed. 


asec. Evening Post, daily. Worcester 
‘ost Co. Areruge Jor 904. 12,617. 


Worcester. [Opinion Publique, daity (@ ©). 
Paid average for 1w4, 4,782. 


MICHIGAN. 

Grand Rapides. Herald. Arerage daily issue 
last siz months of 194. 28.661. Only morning 
and only Sunda ay eper ts its field. Grand Rapids 
(pop. 1ve,v0 and Western estern Michigan ( pop. 750,00v). 


Grand Rapids. Evening } Press dy. 
1904. 44.503. Average 6 mos. 1%, le.ost, 


Jackeon, Patriot. 1 morning. Actual eS Av. 
eraye Jor 194, 3.158. Av. - ept., 1 Ws, B.8aT 


Kalamazco. Even:ng ne Teleeraph. First 6 mos. 
9905, dy. 10.1238, Jun DP. ET 4. 8.0. 9.635. 


grey ¥ te. % émo. ead’g Sept., 
06, 11,502: Oct., 12,008. larg. Cir. by e500. 











LARGEST PRESS 
IN THE WORLD 


NOW BEING BUILT FOR 


The Boston Post 


‘“‘WE NEED IT IN OUR BUSINESS.”’ 





sed of Letter Pht R Hee & Cong the 
Great Press Manuf.cturers. ; 


R. HOE & CO. 


PRINTING PRESS, MACHINE AND SAW 
MANUFACTURERS, 

GRAND, SHERIFF, BROOME, COLUMBIA STS. 
OFFICE, 504-520 GRAND S&ST., 
NEW YORK. 

New York, October 2d, 1905. 
Mr. E. A. Geuzikr, Editor and Publisher, 
The Boston Post, Boston, Mass. 

Dear Sir: The printing press now under 
construction in our shups fur The Boston 
Post is the LARGEST ii the WORLD. 

It is also the most expensive printing 
press made up to the present time. 

No other , in this poner = 
abroad, 
many printing 0: eylinders. or me. 4 of 

tions in black and color 
rinting, There will be nothing else in 
he world like it. 

The new Boston Post press will weigh 
1580 tons. It a be comprised of not less 
than 125,000 pieces of metal. It willdo 
work of the finest character, at the 

hest rate of speed. 
e congratulate The Boston we = 
its enterprise in ordering such a 
chine, making a new record in the devel- 
opment of printing mechanism. 
Very truly =, 
. HOE & CO. 


BANNER 
OCTOBER 


OF THE 


Boston Post 


Daily Average Sunday Average 
October, 1905 October, 1905 


236,215 196,530 
SIX OCTOBERS 


Boston Boston 

DAILY Post SUNDAY Post 
1900— 153,055 1900—118,749 
1901—377,773 1901—325,250 
1902—384,510 1902—326,450 
1903—372,006 1903—185,304 
1904—239,723 1904—379,263 
1905— 1905— 


236,215 196,530 
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Baginaw. Courier- Herald, daily, Gunteg. 
Average 194, 10,288: October, 1905, 15,464 


Saginaw. Evening News, Average for 
1904, 14,516. October. $ 1905, 17 Tess. " 


Sault Ste. Marie. Evening News. daily. a 
erage, 1904,4.212. Only daily in the two Soos 


MINNESOTA. 


Minzcapolie. farmers’ Tribune. twice a-week. 
Murphy, pub. Aver. for 1904, 56.314. 


i Reacmem jezm Stock and Home, semi- 
Monthly. Actual average :94,79.750. Actuai 
average first six months 1905. 86.295 

absolute accuracy of Farm 
Stock & Home’s circulation rating 
is dese aly et Me) the American 
oe . Circulation is 
practically eh to the Jurmers 
of Minnesota. the Dakotas. Western 
Wisconsin and Northern lowa. Use 
tt to reach section must projitably. 


Minncapalte. Journal, daily. Journal Print- 
r pe. bt eses 1Ws, 64.883; 
frst 70 10 (Sey 1905, $f.4 Oct., 1905, 67.847. 
ae accuracy of the 
Pe circulation ratings is 
guaranteed by oe ameriene nod wget 
paper Directory 
gromter * aunterc of the purchasing 
thay paper te he 
ane pr in its ji 
brings resul vaenite. 


Minneapoiia. Sven Tg ag Posten. 

Swan J. Turnblad, pub. 1904,52.0 

Minnenpoiis Tritane: w. J. acieaie pub. 
Est. i867. Oldest Minneapolis daily. D« 
areruge for 6 mos. to Oct. 1, 1905, Po-ar8 

Sunday, 75,925. 

OIRCULAT’N The Evening Tribune is guar- 
anteed to hare a larger circulu- 
tion than any other Minneup- 

i gt evening edi- 
delivery of 

the ‘daily Tribune in Mmueap- 
olists many thousands greater 
than that of any other news- 


by Am. News- wirne exceeds 40.00 


The city cireulition 
dadly. e 
paper Diree- Tribune is the recognized 


ry. Want Ad paper of Minne. 
apoilts. 


1, The Farmer, te, 5c. per 
we ts. Circulation l~» -~ months 


aig November, 1905.90,417. 

t. Paul. Volkezeitung. Actual arerage 1904, 
ani 12.655. wy. 25.687. Bonntugablatt 25.640, 
MISSISSIPPI. 
Hattiesburg. Progress, ev'g. Av. d’y circ.,y’r 
end’g Jan., 195, 2,175. Pop, 14,00, a and growing. 
MISSOURI. 

. Republican. W’yar. last 6 mos. 1996. 
s.bie Dy. est. Apr.,’04; ar. last 6 mos.’04, 800, 
Otty, Journat, d'y ard w’y. Average 
P ne daily Basal 4. weeriy 199.290. 
Joplin. Globe, dai! Average (94, 12.046, 
Oct. 05, 18.874." £ Kats. Special Ayent, W. ¥. 
&t. Joneph, News and ress. Cire. ‘st 6 mos. 
re. Suep23. Smith t Thompson, Hust. Rep. 


Sf, Leute, National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average for 1904, 
2,050 (© ©). astern office, 59 Maiden Lane. 


&t. Louisa. National Farmer and Stock Grower. 
monthiy. Average for 1902, 6%. 583: average Jor 
1903. 106,625: average Jor 1904, 104,750. 
; MONTANA. 
Batte. Inter-Mountain. average daily 
A OE NData, Beckwith Bp aoency. 


NEBRASKA. 

Lineoin, Daily Star, evening 
and Sunday morning. -ctual 
daily average for 1904,15.259. 
For March, 1905, 16.362. Only 
Nebraska paper that hae the 
Guarantee Star. 


8.mo. 
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Linceln. Deutsch-Amerikan Farmer. w: weekly. 
Averuge year ending January, 195, 146,867. 

Lineoin. Freie Press, weekly. Actual average 
for year ending January, 16, 149.251, 


Lincoln. Journal and ws. Daily average 
1904, 26,833; February, 1905, averaye, 23,058. 


NEW HAMPSHIRE. 


Nashua. Telegraph. The only daily é ‘ead 
Sworn aver. for Sept. and Oct., 1905, 4,20 


NEW JERSEY. 
Elisabeth, Journal. Av. 1904. &&22; first 
mos. 1906, 6,313; 5 mos. to Aug. 1, 6,604, 
Jersey City. Evening Journal. Arerage yor 
1904,21.106. First 6 mos. 1905, 22,555. 


Newark. Evening News. yy News Pub. 


Co. Average sor October, 1905, 60,694. 


NEW YORK. 


Albany. Evening Journal. Daily average for 
1904, 18.2838. t's the leading paper. 


bany. Times-Union. every evening. Est. 1856, 
P- pi wrt, 3Jan. Feb..¢ Mar.,’45, 33.594. 


Binghamton, Evening Herald, daily. Herald 
Co. Aver. for yeur end. June, 195, 12,289 (4) 


Buffalo. Courier, morn, Av. 1904, aunt 79. 
882; duily 50.940; Enquirer, even.. 32.702, 


Buffalo. Evening News. Daily gnoreas 190k, 
88.45%; sst six months, 1905, 95,2 

Catakill. Recorder, weekly. come Hall. edi- 
ee Ac, yr. endg. Oct., 7» $.785; Uct., 3.855. 


ming. Leader. evening. "mex 1904 
623s. 23 


First quarter 1905.6.4 


Cortland, cee, Fridays. Ret. 1840. Aver. 
1904, 2.296. Only Dem. paper sn cuunty. 


Glena Faila, Morning Star. Average circula- 
tion, 1904, daily 2,292. 


Horneliaville. Morning Times, Average 
4,188 for yeur ending July. 495; 29 R. F. D.’s. 


Mount Vernon. Daily Argus. Averaue 1904, 
2.913. Westchester ir County's leading pauper. 


Newburgh. News. daily. 4 +4 Ar. 9 Mos, 05, >,129. 
3,000 more than all other Newb ther Newb gh puperscomvined, 


New “York « le City. 
American M: ine egy Meuthiy), 
sent aver. ci ion, 256.1 


New York. American Agriculturist. Best 
farm und family iret weekly in Middle 
and Southern States. Circulates 100,000 co 
ies weekiy, of which 95.468 are actual pala 

ribers, as per count of June 1, 1905. The 
extraordinary character and purchasing power 
of its readers is emphasized by the fact that 
AMERICAN AGRICULTURIST’S subscribers in New 
York include ever; 
New Jersey it goes 11% of all the postoffices; in 
Delaware 87%, in Pennsylvania 74%, tt ote 854, 
and to 20% to 40¢ of tue postoffices in the Southern 
States. All advertisements guaranteed. 


army & Navy Journa: Est. 1863. Actual weekly 
average for 52 18sues. 194.9.871 (OO). Only 
Military paper awarded “Gold Maris.” 


Washington, D. C.. Army and toy Register. 
ustrated weekly. Established 1876. Average 

net paid circulution first 26 weeks 1916, 8.583. 
Baker’s Review monthly. W.K. Gregory Co. 
publishers. Actual urerage for 1904, 4.900. 


Benziger’s magazine, fam: family monthly. Ben- 
ziger Brothers, average er 1904, 37,025, pres 
ent circulation, 50.000 


Clipper, weekly (Theatrical), Krank Queen 
Pup. C,, Liu. Aver. for 194, 25.662(© ©). 


Gaelic American. «eekly. Actual ar aoe jor 
1904, 3.179; Sor 23 weers in 195. 2B,.150 


berdasher. mo . est, 1881. 4ctuatl average A 

Po 7.000. Binders darit and Post 
rececpts distributed monthly to udvertisers. 

Hardware Dealers’ Magezi Magezine. morthly. 

In 1994, average sssune, 17.500 (© ©). 

D. T. MALLETT. Pub., 253 ub., 243 Broagway. 

Leslie’s Weekly. Actual aver. vear end. Aug. 
1904, GY.0T%. Pres. av. over 85,000 weecly, 


Pre- 
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Music Trade Review. music trade anc art week- 
ly. Average Jor 1904. 5.50%, 


Pocket Last of Raliroad Officials. qly. Railr’d 
&transp. Av. 1s, 17.992; 1904, 19.047. 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1003, 
11,001. Actual weekly 
average for 1904, 14,- 
918. Actual weekly av- 
erage for eleven months 
ending June 28, 15,- 


769 copies. 


The People’ Home Jourral. al. 525.166 monthly. 
Good Literature, 452.833 won average cir 
culations for 1%s—all to paid-in-advance sub- 
scribers. F. M. Lupton. pubi:sher. 


The ‘all Street Journal. Dow. Jones & Co., 
pubs. Daily average sirst ¢ months. : #5, 12.916. 


The World. Actual arer. for :904, Morn,. 202. 
885. Ereuing. 379.755. Sunday, 455.1354. 


The Tea and Coffee Trade Journal. Average 
errculation for year ending November, 1905, 
8.876 (2k); November, 165. issue. 5.480 (4). 


Reehester. Case and Comment. mo. Law. Av. 
Or 1904, $V.000; 6 Vears’ average, 59.105, 


Sehenerindy, Vazette. jiy. A. N. Liecty. 
Actual average for 1903, 11. G2. 1904, 12.574. 

&yracuse. Evening Ileraid. daily. Herald Co. 
pub. Acer. :w4, daily 35.648, Sunday 39.161. 

Ttlen. National Electrical Contractor, mo. 
Average for 1W4, 2.25. 

Ttten. Press. daily. Utto A, Meyer. publisher. 
Averuge for 1904. 14.879. 


NORTH CAROLINA. 
Ashevilic. Citizen. Sworn da:ly average for 
1904, 8,230; September, 1905. 8.578. 
Chariotte. Observer. North Carolina's fore- 
most newspaper. Actual daily aver. —_ 6.148, 
Sunday. 5.408, semi-weeily, 4.496 


OHIO. 


A«htabuia. Amerikan Sanomat. Finnish. 
Actual average for 1904, 10.936. 


Cleveland. Plain Dealer. Est. 1841. Actual 
daily averaye 1904, 79.460: Sunday 68.198. 
Oct., 1905, 78.277 daily; Sunday, 78.088. 

Dayton. Herald, evening. Cire., amt, 18.280. 
Largest tn Dayton, paia at full ra 

Youngstown. Vindicato- D'y ar. no 
LaCoste « Maxwell. N Y. & Chicago. 

Zanesville. ‘Ytimes-Recorder. Sworn ar. ist ¢ 
mos, 1905.10,427. Guard nearest com- 
petitor and 50% in excess combined competitors. 


OKLAHOMA. 
Biabemn £ City. The Oklahoman. 904 arer. 
8.104. Oct.,'05,11.858. E. Katz. Agent. N.Y. 


OREGON. 
Portiand. Oregon Daily Journal. Actual aver- 
age for Sept., 1906, 28,889. 








PENNSYLVANIA. 


PA spot limes, ev’g d'y. Averave 904, 7,929, 
ttice, 220 Bway. Fie F. Kk: Northrup, Mgr. 


ein Times, daily. aver. Aver. for 190k, oer: 
October. 1905,15.848. E, Katz. Sp. Ag., N. 


The circulation of 


THE 
PHILADELPHIA 


BULLETIN 


is larger than that of any 
newspaper 

published in the 

State of Pennsylvania. 


NET DAILY AVERAGE FOR 
OCTOBER : 


203,517 © COPIES A DAY. 


“The Bulletin’s” circulation figures 
are net; all damaged, unsold, free and 
returned copies have been omitted. 

WILu1AM L. MCLEAN, Publisher. 


Vhiladeiphia. Confectioners’ Journal. mo. 
Av. 194, 5.004: av, 1st 6 mos. 1905, 5.420 (OO). 

Philadelphia, German Daily Gazette. «ver- 
circulation ist 6 mos.,1 9065 daily bo. 996; ‘Sunday 
40.155; sworn statement, Cir.books open. 

Philadelphia. The Press isa Gola Mark (© ©) 
Newspaper. a Roll of Honor Newspaper, and a 


Guaranteed Sta Newspaper, the three most de- 
sirable characteristics for any <a Cir- 
culation. daily average 1904, 1 18,24 


The Evenirg 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA. 
OCTOBER CIRCULATION 
The following staterrent shows the actual cir- 


culation of THE EVENING TELEGRAPH for each 
day in themonth of October, 1905: 














- 
ay 


seaseueussssas) 


1 








Tota! for 26 days, 4.358.481 copies, 
NET AVERAGE FOR OCTOBER, 


167,633 copies per day 


BARCLAY BH. WARBURTON, President, 
PHILADELPHA, November 6, 1905. 
























Philadelphia, Farm Journal, monthly. Wil- 

mer Atkmson Company, publishers. Average 

for. ior 593.880, ger Ink awarded = 
seventh Sugar Bow! to en Journal with tais 


be Awarded June 2th, 1902, 
\ Ink. ‘The Little 

14 ‘in the art of 

“ Ad: ertisiug. to the Farm 

* Journa: After acanvassiug 

“‘of merits extending over a 

@ year, thot -anong all 

‘btened tn the Unit tates, has oeen 

serves its purpose 

Jor the 


au 
“ral populat! on, and as an effectiveand economt- 
“cal — Sor an ees with them 
** through its advertising columns.” 


oe oF nal 





Av. 


ote abere. Lator Horie. wy: 190k, 
. Reaches best puid class bed workmen in U. 8. 








THE PITTSBURG 


POST, 


A e largest ae (morning) 
ee = Sontag ¢ circulation in 
TEEO the city of Pittsburg, has 


vi use of premiums 

= Bag ap ade td as circula- 
m getter. it goes to the 

home of the bayer. The Western Pennsyl- 

vania fleid cannot covered without the 

! ost. Objectionable advertising is ponte lb me 

from its columns. Circ., dy. 60,026, 8. 71,265. 
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Chattanooga, Weekly News, Cir. proven bi 
P.-0. receipts, 60.000, Best ad medium in South. 

Knoxville. Sentinel. Av.’04.11.482. Led near- 
est cumpetitor 11,000 in adrert’ng. 04, 6 days v8.7. 

Memphi ona PE Appeai, daily. Sunday, 
weekly. io mos, 08 008, Gaile sy. 120. 
Sendes, 55.497. 

Thompson, Representa: 





ay $1 pee. Smith & 
tires N. icago. 


Nashville. Banner, dally. Aver. dies year 1903, 
18.772: for 1904, 20.708. Average March, 
April, May, $1,387. 


TEXAS. 
Denton. Record and Chronicle. Daily ar- 
be 816. Weekly av.. 2.775. The day and 
ly reach nearly 80 per cent of the tax paying 
famulies of Denton county. 


El Paso. Herald. Av.’04, 4,211 ;May.’05,5.015. 
Merchants’canrass showed Herald n 80% 0f El Paso 
homes. Only El Paso paper eliaible to Roll of 
Honor. J. PY Smart. 150 Tyaseae St.. N.Y. 


Mouston. Post. Most wants, most display. best 
results. No experiment in Houston Post ads, 


San fagele, Standard, weekly Average for 


1904, 2.909, 
VERMONT. 


Barre. Times, daily. F. &. Langley. Aver. 1904 
3.161, for six mouths, 1905, 8.863. 


Burlington, Daily News, evening. 
daily average 194, 6.018 ; last 6 mos.. 
last « mos.. 7,024; last month, 7,847. 


Actual 
6,625; 











stces News. 
Avreraye for 
re ‘Gta ssth year. 


Independent. ter Count; 
and edotntty v for te tts field ned 
to home news. hene 18 a@ home 


w one “ar ean 

daily. W.H. 

1904, 1s 180 Ca 
de; 


paper. Chester County is second 
tn the State in agricultural wealth. 


ae agg gg Grit. mained 's Greatest 
Weeic Av. first 3 mos. 1905 285.756. Smith 
ra een. Reps., New York and Chicago 


: York, Dispatch, daily. Average for 1904, 
8.974. Enters two-thiras of Yori homes, 


RHODE {SLAND. 


Newport. Daily News. A clean, pay gt ow 
newspaper, well covering its jield in So. 
Island. 

Pawtueket. Evening Times. Average for 
six months ending June 30th, 1905, 16.8138, 


Previdenee. Daily Journal. 17.290 (@©). 
Sunday.20. $5610). Evening Bulletin 37. 836 
average 1904. Providence Journai Co.. pubs. 


Weaterly. Sun. Geo. H. Utter, pub. Aver. 904. 
4.420. Largest circulation in So. Rhode Island 
SOUTH CAROLINA. 
Qharieaton. Evening Post. ‘agama dy. aver- 

for jirst eight months 1905, 4.265 adi 
Coiumbia. State, Actual aver- 
age for 1904, taily %.164 copies 


Atal OO); semi-weekly, 2.251. Sun- 
AN day 9.417 (@@). Act aver. July 
MEA to Oct. 23.05, “daily 10,076; Sun- 

day 11.268. 
SOUTH DAKOTA. 


Jatt, 


Aberdeen. Dakota Farmer, s.-mo. Cir 


Burtingt Free Press. Daily av. '03, 5.566. 
04,6.682. Largest vity and State circulition, 
Examined by Assoc’n vf American Advertisers. 


Montpelier. Argus, d ’y. 1904 average, 2.068. 
Argus and Patriot, w’y , 1904 average, 3,256. 


Rutland. Herald. Arerage 1904, 3,527. 
erage 3 months ending June 1. 1905,4,151. 


Av- 


Albans, " eenamate daily. Actual average 


for? 1904, 8,166. 
VIRGINIA. 


“Norfolk. Dispatch, 1904, 9.400; 1905, June 
11,542. July, 11,944. August, 18,071. 


Norfolk. Landmark (@©). Leading home 
paper. Circ. genuine. Nopads. VanDoren, Sp’l. 


Riehmond, News Leader, afternoons. Actual 
daily courage 1904, te 5 oe (see a te pa 
uper Directory o equal mn ing 

Somer bes tween "Washinoton ond Atlanta, sil 
Richmond, Times-Dispatch, 


i p 
Actual daily average year end- 


GUNA ing December. 1904. 20.172. High 
price circulation no wuste 
re to or duplication. in ninety per cont 
of Richmond hemes. The State 
paper 
WASHINGTON. 


ons. Recorder. Daily av. 1904, 2.2893 
weekly, 1,465. Only paper with tele. reports. 


Taeoma. Ledge er. Dy. av. 1904, 14.864; Sy., 
18.475: wy., 9.524. Aver. 6 mos.,ending June 
30, 1906, Daiiy, 15.189, Sunday, 19,771. 

Tacoma. News. Daily arerage 5 months end- 
ing May 31,16,82%. Suturday issue, 17.495. 

WEST VIRGINIA. 


Parkersburg. Sentinel, daily, R. E. Hornor, 
pub. Average for 1904, 2.820. 


Wheell News. “Daily paid cire. 911.517 (28). 





year ending October, 1905, 85,525. Rate 20c. 


TENNESSEE. 


Rnegviie . Journal we i al 
une. Daily average y 
Jan. 31, 1908, Mine 060 Gp. "Wea 
arerage 1904 pid 


aly 
the South. and nd pat per 
|S msogge— awarded dy (paper, in 


tion, tufiuence ind 





Sunda id circ., 11,98% (sk). For 12months u 
to “prt. 1908 Geatiniaes'e. paid cireulation 
equal to any other two Wheeling papers combined. 
WISCONSIN. 
Milwankee. Evening Wisconsin, d’y. 
26.201; Oct., 1905, 26.201 (© ©). 


Milwaukee, Journal, dail , Somenal Ca, ub. 


4.1904, 





¥r. end. Oct., 1908, 839.252. Oot., 1905.4 
Oshkosh. Northw n. dally. Average at ir 
+904,7.281. First months 1905, 7,608. 
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Wisconsin ae ge = Rogue, Wik.. 


Estab. 1877. The only 
momtain paper a I viremia 
tion 1s guaranteed by the Amer- 
1can Newspaper Directory. Actual 
arerage for 1903.88.18 1: —— 
87.254; for year ended July 3 

. . Office, Tem 
Court. 'W. 0. Richardson, gr. 


WECHING. 
Cheyenne. Tribu Actual 
Sor jirst six months of 1905, 4,880. 


BRITISH COLUMBIA. 
Vancouver. Province. daily. Pe t= jor 


1904. 2.426: Oct.. +935, %.@24, Clerque, 
U. 8. kepr., Chicago and New York. 


daily average net 


Vieteria. Colonist, daily. Colonist P.& P. 
Co, Aver. Jor 1908, 8.69 ; for 1904, 4,856 (). 


MANITOBA. CAN. 
Winnipeg. Free Press, daily and weekly. <Av- 
Sor 1:4. daily. 25. 698; weciiy, 15,801. 
Dany. October, 116, 51,550, 
Be bgoa ae Telegram. og wr rds 4 
"06, 20,105. Whaurdey y dems exoeede 21.608.” 


NEW BRUNSWICK, CAN. 
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INK. 


NOVA SCOTIA. CAN. 
Nalifax, Herald (© @) and 
an ye. Be nd} “ ’ 
ruro. ews; daily, 8 pages; woke 
Weekly, 1904, averaye. 6,019 ; now, 6,500 


ONTARIO. CAN. 
Teronte. Canadian Implement =e ne 
Trade, monthly. Arerage Jor 1904, 6.0 
Terente. The gS Sworn rt rll cr 
. 39. sg Advertising 
rate 3c. 


of "paper. rgest cir- 
qaatien 0) vl ontag paper publiched wm On- 
arto, 


Toronto. Ev. Telegram. D , Be. av, 1904.31, 884, 
Aug.,’05,88,808. Perry Lukens, Jr.,N.Y.Repr 


Toronto. Star, daily. Daily average first 
nine months 195, 38.08%. 


QUEBEC. CAN. 


Montreal. Herald, daily. Est. 1808. Actuai 
aver. daily 1904, 25.550 ; weekly, 18,886. 








Montreni. La Pre: La Presse Pub. Co. 
Lta., publ ’shers. ‘Actual average 1904. daily 
80,259; Av. Mar., 05, 95.826. Sat., 118.892. 


Montreal. Star, av.&wy. Graham&Co. Av. 
for 703, dy. 5.12%. wy. 122.269. Av. for 1904. 
dy. 5G.T95. wy. 125.2460, 





&t. John. Star. Actual daly arerage for 


Sberbrecks. Daily Record. Arerege first siz 
Octover, November, December, 194, 6.091. 4, 


months. 1905, 5.820: Oetober, 1905. 6.25 














The Roll of Honor is considered by 
those publishers who make regular use of 
it the most effective, cheapest and quickest 
means of setting circulation figures 40 date 


The 


Roll of Honor is a newspaper directory to 


before the American advertisers. 
date; it chronicles the facts of last month, 
last week—of yesterday. 

There is no service like it to be had 
anywhere—based upon and backed by the 
rules and requirements of Rowell’s Amer- 
ican Newspaper Directory, its value to 
publisher and advertiser becomes of un- 


usual importance. 
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(©O6) GOLD MARK PAPERS@©) 








Out of a grand total of 23,146 publications listed in the 1905 issue of Rowell’s American Newspa- 
distinguished 


per Directory, one hundred and twelve are 
marks (@ ©). 


from all the others by the so-called gold 


— oe under this yoga ey from publications having the gold marks in the 


ents per line 


a 180 fe tor a full year, 10 per cent discount, & or 318. 


lines (the small-st advertisement accepted) 
.72 per year spot cash, if paid whoily in eavanes, 





WASHINGTON, D. C. 
THE EVENING AND SUNDAY =. (OO). 
Reaches 90% of the Washington hom 


GEORGIA. 


ATLANTA CONSTITUTION. frp.“ 
40,728 (OO), Sunday 50.102, Wkly 10r,o28. 


THE MORNING NEWS (© 60), Savannah, Ga. 
good newspaper in every sense; with a well-to- 
do-chientele, with many wants and ample means 
Oniy morning daily within one hundred miles. 





ILLINOIS. 


GRAIN DEALERS JOURNAL (©). Chicago. 
Largest circulation; best in point of quality. 


BAKERS’ HELPER (© ©), Chicago. only “Gold 
Mark” baking journal Oldest, largest. best 
known. Subscribers in every State and ‘er ritory. 


TRIBUNE («© ©}. Only paper in Chica 
ceiving this mark. sais ‘LRIBUNE ads 
satisfactory results. 


KENTUCKY. 


LOUISVILLE COURIER -JOU RBAL (© ©). 
Best paper in city ; read by vest peopl 


re- 
ring 


MASSACHUSETTS. 
BOOT ANP SHOE KECORDE, yon au ©), 
greatest trade paper; circuiation univ 


BOSTON PILOT (© ©), every Saturday. Roman 
Catholic. Patrick M. Donauoe, manager. 


BOSTON EVENING TRANSCRIPT (@©), estab- 
lished 1830. The only gold mark dai.y in Boston. 

TEXTILE WORT.D RECORD (6). Boston. is 
the “bible” of the textile i dustry. Send for 
booklet, “The Textile Mill Trade.” 


WORCESTER L’OPINION PUBL, = dd ed G) is 
the leading French daily of New Eng! 


MINNESOTA, 


NORTHWESTERN MILLER 


(©) Minneapolis, M $3 per year. Covers 
(OFine ana? jour ae allt over the world. The 
only “Gold Mark” milling journal (OO). 


NEW YORK. 
BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 


THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertusing medium tn this section. 


ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation. influe influence and prestige. 


VOGUE (@9). the authority on fashions. Ten 
cents a copy; $4a year. 11-13-15 Kk. Mth St, N.Y. 


TH" IRON AGE (QO), e& established 1855. The 
recoznized authority in its representative flelds. 


ENGINEERING NE WS ( -The leading pa- 
peg in engineering world.—Herald, Syracuse. 

“8 prints more transient ads than ail 
other technical papers; 1% & 3c. a word. Try it. 


HARDWARE DEALERS’ MAGAZINE. 
sg Mage! areraue (88Me, 17,500 (O®@). 
- MALLIi-TT, Pub., 263 Broadway, N. Y. 


). 





NEW YORK HERALD (©©). Whoever men- 
tions America’s repay fs newspapers Mentions 
the New York HERA 


ELECTRICAL WOKLD AND ENGINEER (© © 
established 1874; covers foreign and dumestic 
electricai purchasers: largest weekly circulation, 


CENTURY MAGAZINE (@ ©). There area few 
people in every community who know more 
than ail the others. ‘Taese people read the 
CENTURY MAGAZINE. 


NEW YORK Pee a 2 ©). daily and Sun- 
day. Establis! reget clean 
and up-to- ray Scaaneee ma hose readers repre- 
sent inteilect and purchasing power toa high- 
grade advertiser 


THE NEW YORK TIMES (© ©)—“All the news 
that’s fit to print.” Carries more high-class dry 

roods, financial, publishers’, legal and in-truc- 

ion advertising than any other New York news- 
paper. Over 100,000 metropolitar circulation. 


OIG, 


CINCINNATL eneois ER (© Grose 
ential—of world-wide fame rtising 
meoaium in peeaperons Middie West. = ana 


information supplied ov Beckwith, N. Y.-Chicago. 


PENNSYLVANIA. 
@nrn PHII. gee 14 rae is a Gola Merk 
ewspaper, a Roll ot Honor News r, 
+ a Guaranteei Star Newspaper. the ti Pines 
most desirable characteristics for one 
paper. Circulation, daily » daily average 1904, 1 
THE PUBLIC LEDGER ‘O@)— Inte ndence 
Hall and Public ledger are Philadelphia‘s land- 
marks; only paper a.lowed in thousands of Phila- 
delphia homes Ciren'ation now larger than in 
70 years. Over 110,000 more advertisemen:s april 1 
to Nov. 1, 1905, than same period 1904. 


THE PITTSBURG 
©® DISPATCH «om 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fleid. Only two-cent 
morning paper © restige most 
profitable to adver rs. Largest home 
delivered cirewation io. Greater Pittsburg. 














SOUTH CAROLINA. 


THE STATE (©6), Columbia, 8. C. Highest 
quality, la: ge+t circulation in South Carolina. 


VIRGINIA. 
THE NORFOLK Sg age | ays (© ©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WISCONSIN. 

THE MILWAUKEE EVENING WISCONSIN 
(QO). the only gold mark daily in Wisconsin. 
Less than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


CANADA. 


THE RetiPax RERALD (© 2 ames 34 EVEN- 
ING MAIL. Circulation 15.683, fla 
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THE WANT-AD MEDIUMS 


A Large Velume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the 
requisite grade and class, cost twenty cents per line per week. 
Under a YEARLY contract, two lines (the smallest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid wholly in advance. 





ARKANSAS, 


N Arkansas the Little Rock GazETTE is dean of 
the Want ad field. Kate, lc. a word, 


OCULVUKADO. 
TT Denver Post. Sunday edition. Nov. 19, 
190, contained 6,011 different classified ads, 
a total of 1193-10columns. ‘the Post is the big 
Want medium of the Rocky Mountain region. 
The rste for Want adveriising in the !’ost is 5c. 
per line each insertion. seven words tothe hne. 





CONNEOTICCT. 
EKIDEN, Conn.. REcoRD covers fleld of 50.000 
« population ; ‘ working people are skilled 
mechanics. Classified rate, cent a word a day. 
five cents a word a week. “Agents Wantea,” 
etc.. half cent a word aday. 


DISTRICT OF COLUMBIA. 
HE EVENING and Sunpay Star. Washington. 
D.C. (@ ©). carries DOUBLE the number of 
WasT Aps of any other paper. Rate lc. a word. 





ILLINOIS. 
HE Champaign News is the leading Want ad 
medium of Ventral Eastern Liinois. 


EORIA (1ll.) JOURNAL reaches over 13.000 of 

the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 

be EARLY everybody who reads the Eng- 

lish lan; ge in, around or about Chi- 

cago, reads the DAILY NEWS,” says the Post-office 

Review. and that’s why the DalLy News is Chi- 

cago’s “wantad” directory 


INDIANA, 
HE Marion LEADER ts recognized as the best 
result getter for watt ads, 


f—. HE Terre Haute “Tar carries more Want ads 
than any other Terie Haute paper. Race, 
onecent per word. 


ce E Muncie STaR is the recognized Want ad 

medium of Muncie. It prints tour times as 
much classified advertising daily as all other 
Muncie dailies combined. 


Tt Indianapolis N News during the year 1904 
printed 125.207 more classified advertise- 
ments than ali other dailies ot ‘ndianapolis 
combined. printing a total of 273.730 separate 
paid Want ads during that time. 
rp He Star I d of I Hi 
>TAR. Muncie ‘STAR and Terre — STAR; 
general offices. Indianapohs. Rate in each. one 
— per word; combined rate, two cents per 








DP itanay the month of nth of October. 1904, the In- 

STAR published 55,870 lines of 
classified advertising. In October, 1905, it pub- 
lished 88,214 lines. a gain of 32.344 lines. ‘It STAR 
want ads did not pay,the report would have 
been different. 








IOWA. 
Des Moines CaPiTaL | pe the lJarg- 
TS fo a ee me in the of bes Moines of 
ly newspaper. it isthe want ad — 
ane cent word. By 


FS aM sails ol ed six evenings a p week. 


‘THE Des Moines REGISTER AND LEADER; on! 
morning paper; carries none “want” 
vertising than any other lowa newspaper. One 

cent a word. 


MAINE. 
HE EVENING Express carries more Want ads 
than all other Poitiand dailies combined. 


caiman 
MARYLAND. 
res Baltimore News carries more Want Ads 
than any other Baitimore daily. It % the 
recognized Want Ad medium or timore. 


MASSACHUSETTS. 
25 > orm! hn for 30 words, 5 days. DatLy ENTER- 
bro. kton, Mass.. carries — page 
Want = "Diseuintion exceeds 10,00. 


HE Boston EVENING TRANSCRIPT is the lead- 
ing «ducations! mediim in New England. 

It prints more advertisements of schools and in- 
structors than all other Boston dailies combined. 





OSTON GLOBE. daily and Sunday. bm eix 
months of 1905. printed a total of 217.465 
classified ads. and there were no trades, “eats or 
discounts. This was a gainof 3,959" want” ads 
over the same period of 1904, and was71.145more 
than any other Boston paper carried during the 
first six months of 1905. 


MICHIGAN. 
ga COURIER-HERALD (daily), only Sun- 
per; result wetter; circulation in ex- 
coms of f 00; lc. word, 4c. subsequent. 


MINNESOTA. 
RE Minneapolis JouRNAL carried over 49 
0d cent more Want ads a August, 
1905, than any other Minneapolis daily. No free 
Wants and no ohjecronable Wants. Circulation, 
1993, 57,039; 1904 + first 9 months 1905, 67,605; 
September, 68 


THE soerearous TRIBUNE is the xrecornized 

ant a: ap 
been for many yeurs. It is the oldest Minne- 
apolis daiiv and has over 100,000 subscribers, 
whicb is 30,000 odd each aay over and avove any 
other Minneapolis daily, its evening edition 
alone has a larger circulation in Minneapolis. by 
many thousands, then any other evening paper. 
it publishes over 80 columns of “ant advertise- 
ments every week at full price (average of two 
pages a day). no free ads: price covers noth 
morning an? evening issues. No other Min- 
neapolis daily carries anywhere near the num- 
ber of id Wanted acvertisements or the 
amount in volume. 


HE ST. PAUL DISPATCH IS ALL YOU NEED 
in St Paul for Wan* Ads. It carries more 
advertising than all other St. Paul mediums 
combined. The sworn avorage dai!y circulation 
of the St. Paul DispatcH for August, 1905, was 
61.932. It is the only newspaper of its circula- 
tion in St. Puui or Minneapolis that charges full 
rates for ali classifications of want ads. The Au- 
gust want advertising shows "4 average daily 
increase of 798 lines oyer sam in 1904. 
Seven telephoge trunk links ‘as 
this clussified business. 








Seceradoaeet hth 
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MISSOURI. 
TS Joplin oipes carries more Want ade 
than all other papers in Southwest Missouri 
combined, because it gives results, Une centa 
word. Minimum. 15¢ 


MONTANA, 
‘THE. Anaconda STANDARD is Montana’s great 
“Want Ad” medium; ic.a word. Average 
circulation (1994), 11.359 ; Sunday, 13,7 


NEBRASKA. 
¥ INCOLN JoURNAL AND NEws. combined cir- 
culation over $1,000. Cent a word 





JHE Lincoin Dany : STAR, the best ‘Want Ad” 
2 medium at Nebrasixa’s capital. Guaranteed 
circuiation exceeds 16,000 daily. lates, 1 cent 
per word. Sunday \ ant ads receive extra in- 
srtion in Saturaay afternoon edition if copy is 
received in time. DaILy STAR. Lincoln. Neb. 


NEW JERSEY. 
LIZABETH Datrty JourNaL—Leading Home 
paper : 10to zpages. Only “Want” Med- 
ium, Cent-a-word. Jargest circulation. 


EWARK,. N.J, Frriz ZetTune (Daily and 
4IN sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 


NEW YORK. 


5 Nae EAGLE has no rivals in Brookiyn’s 
classified business 


‘W\HE Post-ExPREss is the best afternoon Want 
ad-meuvium in lochester. 


LBANY EV&«NING JOURNAL, astern s Soe 






WHY DON’T YOU PUT IT IN 
THK PHILADELPHIA BULLETIN? 


Want Ads. in THE BULLETIN bring 
prompt returns, because “in Pbila- 
delphia nearly a 


Tae BULLETIN. 
Net paid daily aA circulation for 
October : 


203,517 copies per day. 
(See Roll of Honor column.) 





60,000 Homes of 


Prosperous Germans 
In Philadelphia are reached daily by 


the GERMAN DAILY GAZETTE, 
Sworn circulation 49,083 copies 
per day. 
Rates on application, 





SOUTH CAROLINA. 
T™, HE Columbia StatTx (OO) carries more Want 
ads than any others. C, newspaper. 


VIRGINIA, 


HE News LEADER, = uvlished every iiternoon 
except sunday, Richmond. Va Largest 





best paper for Wants and 
AILY ARGUS. Mount Vernon. N.Y. Great- 
est Want ad in W County. 








UFFALO NEWS with over 95,009 circulation, 

is the only Want Medium in Buffalo ana the 

strongest Want Medium in the State, outside of 
New York City. 


Ts Times-Union, of Albany, New York. Bet- 
ter medium for wants and other ciassitied 
matter | — ny other paper in Albany, ana 
greater than all other 





daily papers in: that city. 


poeutaer INK, published weeky. The rec- 

ognized and jeaaing Wantad medium for 
Want ad mediums. mail order articles, auvertis- 
ing noveities, printing. typewritten circulars, 
rubber stamps, Gffice devices. adwriting, half. 
tone making, and penntney anything whicn 
interests and appeais to advertisers and busi- 
ness men. Clasvified advertisements, 20 cents 
a line per issue flat : six words toa line. Sample 
copies. ten cents. 


NORTH DAKOTA. 


GB4ND FORKS HERALD. iss Sept. 05, 6,515. 
Tag by A. A. A.. June’ Bi 
Daily in N. D. La Coste & Maxwell, N 7: Rep’s. 





O10. 


bg gd VinvicaTor—Leading “Want” 
medium, ic. per word. Largest circulation 





THE MANSFIKLD NEWS peg daily more 
Want ads than any otber 20.000 population 

newspape — words or less Secampulite times 

or less, ; one cent per each additional word. 





OKLAHOMA. 
HE OXLsHOMAN. Okla. City. 11.358. Publishes 
more Wants than any four Vkla.competitors, 


PENNSYLVANIA. 
HE Chester. Pa.. TIMES carries from two to 
five times more ciassifled ads than any 
other paper. 
ILKES-BARRE LEADER, best business get- 
ter in the prosperous anthracite coal re- 
08. Largest afternoon circulation, 





by long odds (28, 375 aver, 1 year) and 
the recognized bat et advertisement medium in 
Virginia. Classified aavts.,one cent a word per 
insertion. panes in advance; no advertisement 
counted as less than 25 words: ho uisplay. 


CANADA. 
T]HE Halifax HERALD (©©) and the Mam—Nova 
Scotia's recognized Want ad mediums. 


A PRESSE, Montreal. Largest daily circula- 
tion in Caasaa witnout exception. (Daily 
95,825, Saturdays 113.892—sworn to.) Carries more 
wanvtaasthan any French newspaper in the world 


Mur DAILY TELVGRAPH, St. John, N. B., is the 
want ad medium ot the maritime provincese 
Largest circulation and most up to date paper of 
Eastern Canada, Want ads ove cent a word. 

Minimum cnarge 2) cents. 


— Montreal DAILY STAR carries more Want 

advertisements than ail other Moncreal 
dailies combinea. The FimmLyY HERALD AND 
WEEKLY STAR carries more \\ ant advertisements 
than any oiher weekly paper in Canada. 





HE Winnipeg Free PRESS carries more 
“Want” vertisements than any other 
daily paper in Canada and more advertisements 
of this nature than are contained inal} the other 
pon J papers published in Western Canada 
combin Moreover, the FREK PRESS carries a 
larger volume of fr'the Don advertising than any 
other daily paper in the Dominion. 


BRITISH COLt COLUMBIA. 


VICTORIA COLONIST. Oldest onenet 
paper (1857). Covers entire Provi 
= Want Ad medium on the Canadian Pacitie 


ee 


Some advertisers make the most ex- 
travagant claims, not in the hope of 
being believed, but because they ex- 
pect that the public’s discount of their 
statements will still leave room for the 
belief, that there most be something 
doin at the store, or they wouldn’t 
“holler” so loud.—Rhode Island Ad- 
vertiser, 
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A Special Su BC 


The annual subscription price to Pruvfgrs’ 
Dollars for one year, One Dollar for six moths, 

Following a custom of some years pas the 
ing special subscription terms during the math « 

Anyone sending within the time specifed t! 
paid subscriptions to Printers Inx will be tpnsid 
master. The canvasser may retain 50 per dt cc 
Present subscribers may extend their subshipti 
are also entitled to the commission mentifhed, 
tions for at least three years. 

Under the above arrangement, three fpllar 
annual subscriptions or six semi-annual subfrpti 
secures four annual or eight semi-annual suffcrip 











This offer means a saving of one-half theflearly 
of value to all who are interested in readiff Prin 
ticular value to publishers and wholesale fuses 
INK into the hands of local advertisersiF int 





This SPECIAL OFFER thire 


10 Spruce St., New York Ciry, THE | INT) 
ae November 29, 1905. 























PRINTERS’ INK. 





33 











ibscription Offer 


P 





ringers’ In, a Journal for Advertisers, is 7zvo 
x moths, payable in advance. 

; pasthe Little Schoolmaster makes the follow- 
1e mifath of December, 1905 : 

specifed three annual, or three semi-annual, pre- 
| be nsidered a canvasser for the Little School- 
per Gt commission on all subscriptions secured. 
subgmiptions under the above proposition, and 
nentifhed, provided they extend their subscrip- 


iree follars sent at one time will secure three 
| subfnptions. Four dollars sent at one time 
al suffcriptions, and so on. 


lf thelearly subscription price, and ought to be 
readi@f PRINTERS’ INK. It ought to be of par- 
esaleffuses which should like to put PRINTERS’ 
tisers™ into the hands of retail merchants. 








< Mires on December 31, 1905. 





Cuar_es J. Zincc, Manager. 





> 














4E WINTERS’ INK PuBLISHING Co. J . 
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AJOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Pubiisners. 


Cr Iseued every Wedn coday. Subscription 
price. two doilars a year. one dollar for six 
months. inadvance. On receipt of five do’ 
four paid subscriptions, sent in at one time, will 
be puc down for one year eacn and a larger nuzn- 
ber at the same rate. Five cenis acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply baci 
numbers, if wanted in lots of 500 or more. but in 

the charge will be five doliars a 





ADVERTISING RATES. 
vertisements 20 cents a line, pearl measure, 
15 a to ad, inch : $3); 200 lines to the page : $40). 

Wor specified ition s2lected by the adver- 
tisers. it gran’ douple price is demanaed. 

On time contracts e last copy is repeated 
when new copy fails to ‘come tohand one week 
in aavance of aay of publication. 

Jontracts bs the month, quarter or year may 
b- discontinued at the pleasure of the advertiser, 
aid space usea paid for rata. 

Two lines smaliest advertisement taken. Six 
words make a line. 

ae appearing as reading matter is in- 


free. 

“ screniasmants must be handed in one 
week in adv: 

Advertisers | to ‘the amount of $10 are entitled 
to a free subscription for one year, if demanded 

enn 
Cuar.es J. ZInGG, 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 

London Agent. F.W. Sears.50-52 Ludgate Eill.EC 


NEW YORK, NOV. 29, 1005. 














PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, seiling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 





Tue S. C. Beckwith Special 
Agency, Tribune Buildings, New 
York and Chicago, is the sole for- 
eign representative of the Sagi- 
naw, Mich., Courier-Herald. 





TO DEVELOP THE SOUTH. 


A new monthly journal called 
the Southern Investor has been 
started at 156 Fifth avenue, New 
York, by David Robinson, editor 
and publisher. Its objects is to 
inform investors about the South- 
ern States, and it deals with the 
crops and industries of that sec- 
tion, giving a share of attention to 
immigration. 


Some of the short editorials 
that appear in West Side Young 
Men, the Y. M.-C. A. monthly of 
the 57th street branch, New York 
City, have been reprinted in a 
handsome book under the title 
“Blazed Trails” by the editor of 
that journal, Frank Andrews Fall. 


. = ae 


Boston has a Newspaper Dis- 
cussion Club connected: with the 
Y. M. C. A. At the noon meet- 
ings of the railroad branch a sub- 
ject for discussion is taken from 
the current newspapers, the object 
of the club being to attract live 
men interested in things that hap- 
pened to-day. 








PASSING THE MILLION 
MARK. 


Before December 1 or sooner the 
New York World will publish its 
millionth want ad this year. The 
person who presents this adver- 
tisement is to be given a bonus of 
$50, and the ad itself will be print- 
ed in a heavy border. Prizes of 
$5 each will be given to classified 
ads numbered from 999,990 to 


999,999. 





I TAKE considerable pleasure in 
sending my check for $5 for a 
four years’ subscription. [ em- 
brace this opportunity of express- 
ing my appreciation of PrinTERs’ 
Ink, and [ feel that you are en- 
titled to every possible co-opera- 
tion from the fraternity in your 
work of giving us so valuable and 
helpful a publication—Richard S. 
Wood, 156 Fifth Avenue, New 
York, Nov. 14, 1905. 





“ProTEcTION for the Insuree” is 
a booklet from the Alfred M. 
Best Co., 90 William street, New 
York, describing this concern’s 
methods of furnishing policy 
holders in life, fire and other com- 
panies full information as to their 
soundness. The company pub- 
lishes an annual volume entitled 
“Best’s Insurance Reports” giving 
detailed statistics of about 1,000 
companies that operate in this 
country, 
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Tue Lord Advertising Agency 
of Scranton, Pa., and New York, 
will move the Scranton office to 
New York about Dec. 1st. This 
agency was started by Geo. Frank 
Lord on Dec. 29, 1903. Mr. Lord 
was formerly advertising manager 
of the International Correspond- 
ence Schools at Scranton. 





OHIO: WILL TAX ALCO- 
HOLIC MEDICINES. 


After January 1 a list of malt 
whiskeys which have been adver- 
tised and sold heretofore as medi- 
cines will be treated by the Ohio 
Food Commissioner as whiskeys, 
and retailers selling them must 
pay the liquor tax. 








ADVERTISI Bae DING. PUD- 


A campaign in Philadelphia 
dailies has been begun for canned 
English plum pudding, which is 
boiled two hours in the can by the 
purchaser and then opened for 
serving. A feature of the ads, 
which are prepared by the Foley 
agency, that city, is the recipe 
which Atmore & Son, the makers, 
follow in preparing this article 
for market, 





TRUST-BUSTING PUB- 
LICITY. 


Display advertisements appear- 
ing in New York dailies and else- 
where, inserted by the Anti- 
Liquor Trust Publicity League, 





which gives its address as 
oc: Box  1481,. St. Louis, 
are an exposure of what is 
termed the “whiskey trust.” 


The advertisements allege that 
the trust has leased quarters for 
a period of ten years at Washing- 
ton, that it has advanced the price 
of raw spirits and alcohol, has 
antagonized independent distillers, 


‘blenders, wholesale dealers and 
retailers, etc, and has in other 
ways misbehaved. The Anti- 


Liquor Trust Publicity League 
has material for a book exposing 
the whiskey trust, and promises 
to publish it if replies to its ad- 
vertising indicate sufficient inter- 
est on the part of the people. 
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CONVENTION NUMBER. 


The issue of Hardware, New 
York, for November 10 is a spe- 
cial number of 130 pages, giving 
a full illustrated report of the 
eleventh annual convention of the 
National Hardware Association, 
which was held in Washington, 
November 8-10, as well as of the 
American Hardware Manufac- 
turers’ Association. 


USING MORE SPACE. 


F. H. Lovejoy, late advertising 
manager of Lucas & Co., the 
Philadelphia paint-house, has 
taken charge of the publicity of 
A. C. Yates & Co., clothiers, of 
that city. The Yates advertising 
has heretofore been confined to 
one paper, the Bulletin, but the 
Record and North American are 
now being used in addition. Copy 
has been fifty lines across two 
columns, but will hereafter be 
much larger, running as high as 
600 lines. 


MATERIAL FOR LIFE IN- 
SURANCE ADVERTISING. 








A series of documents called 
“Monday letters,’ setting forth 
vital statistics about life insur- 


ance, has been compiled by Edwin 
S. Jewell, counselor and statisti- 
cian, First National Bank Build- 
ing, Chicago. There are eight of 
these letters, and while, superfi- 
cially, they look dry and formid- 
able, a chain of interest is soon 
picked up by the recipient. Their 
object is to show how thirty-two 
representative companies scatter- 
ed over the United States are 
serving their policy holders, Dia- 
grams indicate how each company 
is managed in various depart- 
ments, either ably or the reverse, 
and show how much each earns 
for its policy holders in the way , 
of surplus. This matter is not in- 
tended to advertise any particular 
company, but simply to set insur- 
ance truths before the public and 
help in the problem of buying in- 
surance. But some of the smaller 
companies dealt with could turn 
it to good account, and it would 
be effective matter to send out in 
a local agent’s territory. 
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THE London World has been WueEN you get a “special fig- 
sold to Sir Alfred Harmsworth, ure” or “cut rate’ on advertising 
who now owns four daily news- space, it is safe to assume that 
papers in the British metropolis. some competitor in your business 
The other three are the Daily is getting still more favorable 
Mail, Daily Mirror and Evening terms. ‘The only safe rule is to 
News. deal where the same rate is 

— ~ charged to everybody for the same 

Mr JosepH Gray Kircnent, service—Washington Star. 
President of the George Ethridge _—_— 

Company, has been elected a di- Typ designs for the fall and 
rector of the International Adver- winter advertising of Twenty 
ong — for the term Of Mule Team Borax are being pre- 
three ye m- 

pot eran Pag iy omen ot Aa. ee cor A wae 
vertising and Improvement of which is written by Mr. Joseph 

Consular Reports. Hamlin Phinney, the advertising 
— manager of the Pacific Coast 
PUBLICITY FOR  DIXIE- Borax Company. This advertis- 

LAND. ing, both as to copy and designs, . 


; is on novel and original lines. 
The governors of thirteen 


Southern States have issued a call i 
for a conference on advertising, “4 SERIES of sixteen large news- 
while two other States—Alabama Paper ads for Red Rose Tea, now 
and Arkansas—are to be repre- running in Canadian dailies and 
sented by their commercial organ- weeklies shows that McConnell & 
izations. According to the Wall Ferguson, the London (Ont.) ad- 
Street Summary, ways and means vertising agents who designed 
of advertising the South are to them believe in “reason why” 
be discussed, particularly with methods, even to the underscored 
reference to emigration advertis- words. A consistent line of argu- 
ing. Not only foreigners are to be ™ent has been developed for Cey- 
canvassed, but also Western and lon Tea, and much is said about 
Northern farmers in search of a arenes. Meuetiom never: ig 
. uniformity, cleanliness, etc. e 
more agreeable climate. Rose Tea is gecked by T. 
aes Estabrooks, St. John, N. B. 
LAWS THAT BEAR ON —_— 
MEDICINES. AN interesting example of the 

Indiana has a new law, accord- preparation of long distance ad- 
ing to the Journal of the Ameri- vertising is that of G. W. Hean of 
can Medical Association, provid- New Zealand, a manufacturer of 
ing heavy fine or imprisonment toilet articles. Mr. Hean uses a 
for anyone prescribing a medi- large amount of advertising mat- 
cine that is secret, and which sub- ter, principally newspaper adver- 
sequently endangers the life of the tising, and placed his order with 
person for whom it was prescrib- the George Ethridge Company of 
ed. If enforced, this statute will this city for a specified number of 
check the sale of secret remedies. advertisements of various sizes, 
Minnesota recently passed a law dealing with various topics. It 
that prohibits careless sampling in takes weeks to reach New Zea- 
that State. No person, directly land by mail and get a reply, and 
or through an agent, may scatter, as Mr. Hean was in a hurry and 
distribute or give away samples felt confident that he would be 
of any medicine, drugs or medi- taken care of satisfactorily he 
cinal compounds, salve or lini- gave the Ethridge Company “carte 
ment, unless the same is delivered blanche” to go ahead—he did not 
into the hands of an adult, or see copy, sketches, drawings or 
mailed to such person through the anything else until the finished 
postoffice, electrotypes were in his possession. 



































— oe Ce ee SN eeE— 


- 


-— ~~ 


PRINTERS’ INK. 37 


Mr. Joun T. Torer, who was 
so successful in building up the 
St. Louis Star weekly circulation, 
is now circulation manager of the 
Memphis News-Scimitar, 


How the dining car is advertis- 
ed on the Lackawanna—Phoebe 
Snow’s railroad—is described in a 
recent number of the Railroad 
Gazette. “The first intimation 
that comes to the hungry traveler 
of the provision that has been 
made for his comfort is the ap- 
pearance of a waiter properly at- 
tired in white coat and apron 
carrying under his arm a lot of 
large pasteboard signs, one of 
which he hangs up on a nail at the 
forward end of each car. It bears 
the following legend: 

Meals now being served in dining car 

attached to this train. 

Order what you want. 

Pay for what you order. 
Lest the passenger has _ been 
sleeping, reading or admiring the 
view during this performance the 
waiter soon returns, announces 
the meal in the usual way and also 
hands to each passenger a copy 
of the day’s menu neatly printed 
on a sheet of paper.” 


THE SEVENTH GREAT 
AMERICAN INDUSTRY. 


An interesting paper on print- 
ing and publishing, by W. 
Rossiter, a census expert, appears 
in Ad Sense for November. At 
the last United States census the 
value of products of American 
manufacturers footed up thirteen 
billions of dollars. One quarter of 
this aggregate is represented by 
seven leading industries, of which 
printing and publishing is last. 
The seven are: 

. Iron and steel. 

. Slaughtering. 

. Foundries, 

. Lumber. 

. Flour. 

. Men’s clothing. 

7. Printing and publishing. 

Printing and publishing comes 
into this group for the first time, 
having passed, in succession, cot- 
ton goods and carpentry. This 
newcomer among our industrial 
giants carries with it, of course, 
advertising. The total gross 
product of the printing and pub- 


lishing industry in 1900 was $347,- 
055,000, of which $121,799,000 
represents book and job printing, 
$2,272,000 the value of the 
products of the printing of music, 
and $222,983,000 the gross receipts 
of newspapers and periodicals. 
The receipts of newspapers and 
periodicals are divided as follows: 
Advertising $5,861,127 
Subscriptions and sales * 79,928,483 
Books and pamphlets, 18,407,528 
Music 544,802 
Sn ++ see 22,793,322 
ook-binding.... eee 2,067,450 
Blank books 554,557 
491,567 
2,334,733 


The advertising receipts of New 
York State during 1900 were over 
$25,000,000, those of Pennsylvania 
nearly $11,000,000, Illinois nearly 
$10,000,000 and Massachusetts 
nearly $7,000,000. In the twenty 
years from 1880 to 1900 there was 
an increase in advertising in every 
State of the Union of forty per 
cent or more, excepting only the 
four States of Mississippi, Louisi- 
ana, Delaware and South Caro- 
lina, In these, rather strangely, 
advertising has remained nearly 
stationary. Mr. Rossiter gives the 
total expenditure for advertising 
in 1900 at $100,000,000, and be- 
lieves that the census of manufac- 
tures which is to be compiled this 
year will show that for 1905 it is 
fully $125,000,000. 





DECEMBER COVER. 
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Linpsay Dennison, for. nine 
years a member of the editorial 
staff of the New York Sun, has 
become associate editor of Every- 
bodys Magazine. 


CHRISTMAS GIFTS TO GO 
ABROAD. 


George R. Meeker & Co.; 97 
Warren street, New York, use 
high-class mediums at this season 
to advertise boxes of American 
oranges and barrels of American 
apples for shipment as Christmas 
gifts to friends abroad. This plan 
might be excellent for adaption to 
home Christmas trade. 


THIRTY-FIVE YEARS. 


In his remarks at the notable 
banquet given in his honor, on the 
evening of October 31st, Mr. 
Geo. P. Rowell mentioned by 
name a number of persons pres- 
ent, who had at various times 
been in his employ: First on the 
list being Mr. E. D. Wayre, at 
present bookkeeper for the Print- 
ers’ Ink Publishing Company, who 
entered Mr. Rowell’s service in 
the year 1871, very nearly thirty- 
five years ago; and who, during 
the whole time, had never been 
known to make a mistake, which 
caused his employer the loss of a 
single dollar. 


POINTS IN TRADE JOUR- 
NAL TYPOGRAPHY. 


An address on trade journal 
advertising was delivered before 
the Space Club, Chicago, recently 
by R. R. Shuman, of the trade 
journal advertising agency of 
Shuman & Miller, Manhattan 
Building, that city. The speaker 
laid emphasis on the following 
points of display in trade journal 
advertising, illustrating his re- 
marks with ads thrown on a 
screen: 


1. The effort of the compositor to fill every 
pica of space inside the limits of the advertise- 
ment: If but little copy is furnished he will 
use big capital letters and spread them 
out, so as to my his customer his money’s 
worth, where the use of but little display or no 
display at all, completely surrounded by a 
broad margin of white space would give the 
advertisement an emphasis impossible with big 
type. 2. Use of too many capital letters: 
word set in caps is not nearly as legible as the 
same word in lower-case. It isan effortfor the 
eye to follow a number of consecutive lines of 
capitais, particularly when the lines are long 
and close together. 3. Mistaken generosity on 
the part of the printer in giving his customer a 
little dip out of each of a dozen series of type, 
all jumbled together in one advertisement. 4. 
The craze for black rules: This is particularly 
a shortcoming of the trade paper. You see 
light rules and heavy rules; round corners and 
square corners; double, triple or quadruple 
rule border, and the most ingenious but highly 
destructive use of boxes and cross rules inside 
the body of the ad. If I were an advertiser I 
should want no better showing than to set an 
ad without a rule, in one series of type, prefer- 
ably in caps and lower case, old style, double 
leaded, with wide spacing between words, ina 
page where all the rest of the advertisements 
contained black cuts, black border designs 
and black condensed full-face capital letters. 
5. Black Background Ads: Turn over the 
pages of any trade paper, and you will see a 
series of black, illegible blotches which their 
perpetrators mistakenly designate as adver- 
tisements. I believe that the publisher of a 
trade paper owes it to himself and his other 
advertisers to refuse electrotypes in which the 
background is black and the letters cut out. 
In so refusing he will be doing a favor to the 
mistaken advertiser who wishes to perpetrate 
this sort of profitless thing and protect adver- 
tisers who have better sense. He will also add 
to the attractiveness of his page and prevent 
the almost unavoidable off-setting from the 
black-face ads. 6. The habit of both advertisers 
and typesetters to devote perhaps half the ad 
to the name and address of the firm, leaving 
the thing offered for sale as almost secondary 
and incidental. 7. The mistake on the part of 
the advertiser—and here the publisher is not 
responsible if he makes an effort to prevent it 
—in being satisfied with filling his — with 
merely the name of the thing which he makes 
or sells rather than giving some pertinent rea- 
son why the article or device merits the atten- 
tion of the reader of the advertisement. Such 
an ad is a deaf-mute salesman, who can do 
nothing but present a card bearing the name 
and address of the firm.and the name of the 
thing which he wishes to sell. 
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NEW CHICAGO AGENCY. 


The Peck-Wood Company, 4 
new general advertising agency 
with offices in the First National 
Bank Building, Chicago, is a part- 
nership between Charles M. Peck, 
lately advertising manager of 
Carson, Pirie, Scott & Co., and J. 
Witt Wood, who held a similar 
position with the Hub Clothing 
House, that _city. 
A PILLSBURY COOKING 

SCHOOL. 


In Minneapolis and St. Paul the 
Pillsbury flour interests have in- 
augurated a series of free cooking 
lectures, with practical demon- 
strations. These talks are given 
by an expert every afternoon for 
a week. On Monday the subject 
is salads, Tuesday bread, Wed- 
nesday cake, Thursday soups, 
Friday fish and Saturday pies. 
Pillsbury flour is used exclusively 
“because no other flour could pro- 
duce such results,” and the lessons 
are advertised in newspapers. All 
women are invited to come and 
bring their own spoons to sample 
the cooking. 


A BOYCOTT. 


One of Printers’ INK’s babies 
lately proposed that the advertis- 


ing fraternity join in a “move- 
ment” to purchase none but ad- 
vertised goods—or, in _ other 
words, to boycott all goods that 
are not advertised. The father of 
this thought confesses some dis- 
appointment in the lack of inter- 
est toward it displayed by trade 
journals and the general press, 
‘but never doubts that when it gets 
going it will change the face of 
-the map of American manufactur- 
ing. Unless a manufacturer ad- 
vertises, all the advertising men, 
advertising agents, billboard men, 
street car men, printers, etc., will 
refuse to buy his goods. A spe- 
cial label of weird design is to be 
attached to “fair” goods to dis- 
tinguish them from “unfair.” 
Every manufacturer will thus, 
ergo! be forced to advertise, and 
that will help advertising. To 
what extent he must advertise has 
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not yet been determined. Per- 
haps it would be sufficient for him 
to insert a sort of probate notice 
in some single periodical. But 
even if he simply ‘hung out a sign, 
he would have the sign-painter’s 
support, and no boycott could be 
successful without the co-opera- 
tion of this active seller of adver- 
tising. It would be difficult to 
discover a business house, how- 
ever small, that doesn’t advertise 
in some way. Campbell’s soups, 
for example, have in the labels on 
their cans one of the most pro- 
ductive advertising mediums used 
for their exploitation. If a manu- 
facturer puts a label on his goods 
he is an advertiser. Where would 
the line be drawn in such a boy- 
cott? 

This “movement” bears none of 
the marks of a master mind, but 
the Little Schoolmaster gives 
some attention to advertising odd- 
ities, and this is a real freak. 

Advertising as Printers’ INK 
understands it is a method by 
which the producer or seller of 
goods informs the public about 
them. Some advertisers present 
this information more attractively 
than others, but it is all informa- 
tion, and nothing more, and when 
it has been published by means of 
the newspaper, the magazine, the 
billboard the dodger or the ad- 
vertiser’s sign, the balance of 
power remains with the great 
public, 
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Mr. Craupe M. Wuire has ac- 
cepted a: position as manager of 
local advertising on the Des 
Moines Capital. Mr. White was 
formerly in the advertising de- 
partment of the Kansas City 
Journal. 


SERVING THE ENDS OF 
JUSTICE. 


Superintendent of Police Pierce 
of Boston frankly acknowledges 
in the following letter the assist- 
ance of the Boston Post in solving 
the famous dress suit case mys- 
tery, which for weeks nonplussed 
the police of the country: 

Po.icze HEADQUARTERS, BosTON. 


OV. 5, 1905. 
Mr. E. A. Grozizr, 
Editor the Post, Boston, Mass. 
Dear Mr. Grozizr—Permit me to thank 
‘ou for your latest invaluable aid to me in the 
Ending, by the Post diver, of the head of Susan 
Geary, in the Gladstone bag, on bottom of 
Boston Harbor,a short distance from the East 
Boston north ferry slip. 

Through the Post's instrumentality the body 
of the dead girl is nowcomplete. This finishes 
and makes possible the legal identification of 
the chorus girl victim of the ‘* Suit Case Mys- 
tery,” so called, as told alone by you in your 
ts x one week ago. er 

appreciate your promptness in notifying 
me, and again thank the Pos? for its great as- 
sistance to me in unraveling this shocking 
crime. Yours very truly, 
Wiriiam H, Prerce, 
Superintendent of Police. 


The Boston Post says editorial- 
ly in this connection: “For this 
grewsome mystery to have re- 
mained unsolved would have been 
a public misfortune, and an en- 
couragement to the infamous 
human harpies responsible there- 
for. The morals of the commu- 
nity absolutely required its solu- 
tion. The axiom that ‘murder 
will out’ is again demonstrated to 
the terror of evildoers.” 


“COLLIER’S” THIRD  AR- 
TICLE. 


“Liquozone” is the subject of 
the third article in the Collier’s 
series on proprietaries, published 
in the issue for November 18. 
Mr. Adams, the author, deals 
chiefly with the composition of 
this remedy as revealed by analy- 
sis, and takes up the endorse- 
ments of physicians used in ad- 
vertising it, asserting that in some 
cases the writers have no scien- 
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tific. standing and in others that 
word juggling has been resorted 
to in giving “Liquozone” a 
pseudo-medical reputation. This 
portion of his article is extremely 
interesting. “Liquozone,” it is 
stated, consists of sulphuric and 
sulphurous acids, heavily diluted, 
and may easily be dangerous to 
those who take it. A series of 
tests with guinea pigs was lately 
conducted for Collier's. Four 
separate experiments where pigs 
were innoculated with anthrax, 
diphtheria and tuberculosis and 
treated with “Liquozone” resulted 
in a heavy butcher’s bill, for 
forty-six pigs were used, and 
forty-six died. These tests were 
conducted by the Lederle Labora- 
tories, New York. <A_ medical 
representative of the “Liquozone” 
people was present and stated that 
he was satisfied with the fairness 
of these tests. Of the interesting 
fight between “Liquozone” and 
“Hydrozone,” the product of 
Charles Marchand, New York, 
Mr. Adams says: 

Collier’s has been in receipt of much virtu- 
ous indignation from a manufacturer of remed- 
ies which, he claims, Liquozone copies. 
Charles Marchand has been the most active 
enemy of the Douglas Smith product. He 
has attacked the makers in print, organized a 
society, and established a publication mainly 
devoted to their destruction, and circulated far 
and wide injurious literature (most of it true) 
about their product. Of the relative merits of 
Hydrozone, Glycozone (Marchand’s products), 
and Liquozone, I know nothing; but I know 
that the Liquozone Company has never in its 
history put forth so shameful an advertisement 
as the onesigned by Marchand,and printed in 
the New Orleans States when the yellow fever 
scare was at its height. And Hydrozone is an 

ethical”’ remedy: its advertisements are to be 
found in reputable medical journals. Partly 
by reason of Marchand’s energy, no nostrum 
in the country has been_so widely attacked as 
the Chicago product. Occasional deaths, attri- 
buted (in some cases unjustly’ to its use, have 
been made the most of, and scores of analyses 
have been printed, so that in all parts of the 
country the true nature of the nostrum is be- 
ginning to be understood. The prominence of 
its advertising and the reckless breadth of its 
claims have made it a shining mark. North 
Dakota has forbidden its s=le. San Francisco 
has decreed against it; so has Lexington, Ken- 
tncky, and there are signs that it will havea 
fight for its life soon in other cities. It is this 
looming danger that impelled Liquozone to an 
attempted reform last summer. Yet, in spite of 
the censorship of its legal lights, in spite of the 
revision of its literature by its scientific experts, 
in spite of its ingenious avoid: of specifical 
ly false claims in the advertising which is being 
scattered broadcast to-day, Liquozone is now 
what it was before its rehabilitation, a fraud 
which owes its continued existence to the laxit 
of our public health methods and the cynical 
tolerance of the national Ce, 
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A. new company to be known as 
the’ Currier-Boyce Co., with 
offices at 63 Washington street, 
Chicago, has been formed to pub- 
lish the Woman’s World, Home- 
folks and Homemaker, three 
mail-order papers heretofore un- 
der separate management, as a 
trio. The Woman’s World was a 
Boyce publication. The Home- 
maker was founded in January, 
1901, by G. H. Currier, who will 
be general manager of the new 
concern. Homefolks was issued 
by the Homefolks Publishing Co., 
Chicago. An aggregate circula- 
tion of 1,550,000 copies monthly is 
claimed for this new trio, which 
will pass under the new arrange- 
ment January rf. 


GERMAN PAPERS AS MAIL- 
ORDER MEDIUMS. 


Howard C. Story, of the Ger- 
man Daily Gazette, Philadelphia, 
believes that German newspapers 
offer a valuable medium to the 
mail-order advertiser. “According 
to the last census,” he says, “there 
were 8,264,298 persons of Ger- 
man parentage in this country. 
The population of our largest 
cities has from 33 to 65 per cent. 
The German is acquiring the mail- 
buying habit. Advertising in his 
native tongue gives him confi- 
dence, and this once gained a 
competitor might find it hard to 
get him away. Some shrewd 
mail-order houses are making 
strenuous efforts to get this de- 
sirable trade. The question of 
German copy is not complicated, 
for the leading German papers 
have especially well-drilled trans- 
lators. All copy for German pub- 
lication should have that plain- 
ness, directness and simple force 
essential to conviction, and if the 
offer is fair and frank, it will 
carry weight. The same amount 
of space used in English publica- 
tions should be used in German. 
Reader for reader, the pulling 
power of good German Papers is 
perhaps higher than in _ corre- 
sponding English papers. Some 
large advertisers umnhesitatingly 


say that they can afford to pay 
double the amount for replies in 
German publications, and that the 
inquiries received generally mean 
business. Such well-known mail- 
order firms as: . Montgomery 
Ward Co.; Sears, Roebuck & Co.; 
Hayner Distillery, Dr. Shoop, 
Liquidozine Co., Dr. Sproule, 
Force of Life Chemical Co.; 
Theo. Noel Co., etc. are using 
large German copy to advantage. 
The follow-up system should be 
in German. German form letters, 
together with booklets, folders, 
mailing cards, etc., are necessary. 
Among recognized German mail- 
order publications of national cir- 
culation are the Deutch Amerikan 
Farmer, claiming a national circu- 
lation of 150,000; Haus und 
Bauerfreund, 102,000; Lincoln 
Freie Presse, 150,000; Pennsylva- 
nia Staats-Gazette, 22,508. These 
papers are circulated almost ex- 
clusively in the smaller cities, and 
in rural districts, and in localities 
where the possibilities of purchase 
of goods in local stores are lim- 
ited. The daily German newspa- 
pers are good mediums for mail- 
orders. Among them are the 
New York Morgan Journal, Phil- 
adelphia German Daily Gazette, 
New York Staats-Zcitung, Chi- 
cago Abend Post, St. Louis West- 
liche Post, Milwaukee Germania 
and Milwaukee Herold. 
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LOS ANGELES AGENCY EX- 
PANDS. 


H. W. Clough, formerly adver- 
tising manager of the Los An- 
geles Ice & Cold Storage Co., and 
later connected with the advertis- 
ing department of J. C. Newitt, 
that city, has become a partner 
with Robert A. Read in the Read 
Advertising Agency, of Los An- 
geles. Mr. Clough has a reputa- 
tion on the Pacific Coast as a copy 
man, and his chief work in the 
agency will be the development 
of its copy service. 


A COUNTRY BANK’S BOOK- 
LET. 


“Rich Old Brown County” is 
the title of a novel little bro- 
chure put out by the Morrill & 
Janes Bank, of Hiawatha, Kan- 
sas. It gives statistics of the 
county’s wealth. here is $2,000 
for every inhabitant of Brown 
County. Her farms are worth 


$18,604,650, and when crops were 
planted last spring she had $31,000 


worth of the 1904 crops left in 
granaries. Of the thirteen banks, 
with total deposits of $1,539,364. 
the Morrill & Janes Bank is larg- 
est, having nearly $350,000 of 
deposits, 


THE ADVERTISING SOLICI- 
TOR. 


In his second lecture on adver- 
tising delivered ‘recently before 
the Twenty-third street branch of 
the Y. M. C, A., New York City, 
Frank L. Blanchard discussed the 
duties of the advertising solicitor. 
He spoke in part as follows: 


Of all the —7 employed in the 
advertising field the most numerous, 
and I might say the most important, is 
the solicitor. He is the most im- 
portant factor in the publication busi- 
ness, because upon him depends in a 
great measure the financial success of 
the periodical by which he is employed. 
Newspapers cannot live upon the money 
they receive from. subscriptions. What 
are the qualifications of a successful 
advertising solicitor? I would say in 
the first place that he should have a 
convincing and pleasing personality. 
He should have a good personal ap- 
pearance and dress well but not ob- 
trusively. Good clothes go a great way 
toward making a favorable impression 
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In the second place 
an advertisitg solicitor should possess 
assurance and perserverance—assurance 
because he must make his way into a 
merchant’s presence sometimes through 
a bluff and sometimes in spite of the 
opposition of over-zealous employees; 
perseverance because he will some- 
times be treated discourteously, but if 
he knows his business he will keep his 
temper and coolly and calmly state his 
proposition in spite of an unpleasant 
reception which has been accorded him. 
The advertising solicitor cannot know 
too much. The better his education 
the better he will be able to approach 
educated men. He will meet the 
ablest, sharpest and shrewdest men 
there are in the country and must be 
able to discuss topics of trade and of 
news with them in an intelligent man- 
ner. Frequently it is these conversa- 
tions that accompany the visit of 
the solicitor to the merchant that 
enables him to secure his attention and 
co-operation. It is frequently the case 
that a merchant will give the solicitor 
a contract for advertising, not because 
he believes that the medium he rep- 
resents is the best but because he is 
interested in him and desires to help 
him. The solicitor must have the 
knack of persuading men by argument, 
by the force of personality of such 
other ability as he may have at his 
disposal. I have known in my own 
experience several men who had made 
failures in business, but who succeeded 
wonderfully well as advertising solici- 
tors. One of the best of these had 
never received a grammar school edu- 
cation and yet could talk convincingly 
and grammatically to a prospective cus- 
tomer, and made $10,000 a year. There 
is to-day a greater call for honest and 
capable advertising solicitors than for 
any other class of help in newspaper 
offices. The solicitor’s life is far from 
being an easy one. Sometimes he 
works several days without getting a 
single dollar’s worth of business. He 
meets with a disappointment here, a 
rebuff there and occasionally is insult- 
ed by those who ought to know better. 
Nevertheless in spite of all these things 
he must not become discouraged or dis- 
heartened. Business men prefer to 
have the solicitors who call upon them 
bring sunshine and not a cold, damp 
fog. Warm personal friendships are 
often established between the solicitors 
and the advertisers. I know of several 
men representing New York mnewspa- 
ers who are frequently invited to 
unches, to dinners and to trips on pri- 
vate yachts simply because they have 
won the confidence and personal es- 
teem of prominent business men. Some- 
one has said that every successful ad- 
vertising solicitor should be an egotist. 
As a matter of fact those who have 
made the most money in the field were 
nearly always egotists. There are two 
kinds of egotism—the offensive and the 
inoffensive. The man who possesses the 
former makes more enemies than 
friends. He who possesses the latter 
acts and speaks as though he knew ex- 
ectly what he was talking about and 
has full confidence in himself and the 
publication he represents. 


upon a customer. 
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Tue Winnipeg, Manitoba, Free 
Press issued a sixty-four page pa- 
per on October 30, to set forth the 
enormous forward stride which 
the city has taken within the past 
year. The edition differed from 
many so-called “industrial edi- 
tions” in that it contained no paid 
write-ups. Outside of the adver- 
tising pages, no consideration ob- 
tained beyond the news value of 
the matter dealt with, 


THE Country Gentleman, of Albany, 
New York, the oldest agricultural 
ioe in the United States, will cele- 

rate its seventy-fifth birthday in 
January. Seventy-five years for any 
paper in this country is a ripe old age. 
Very few, perhaps none, outside of a 
few dailies, can reckon seventy-five 
successful years to their credit. For 
three-quarters of a century the Country 
Gentleman has worked persistently in 
the interest of agricultural develop- 
ment, The paper will commemorate 
its seventy-fifth birthday by issuing a 
“Special Anniversary Number” in 
January. 


IowA newspapers report a rul- 
ing of the Postoffice Department 
which makes it an offense against 
the lottery law to publish lists of 
prize-winners at euchre and whist 
parties, 


HAMPTON AGENCY DOUBLES 
ITS SPACE. 


The Ben B. Hampton Co., New 
York, has moved from the fourth 
floor of the building at 7 West 
22nd street to new quarters on the 
ninth and tenth floors, obtaining 
thereby an area of floor space ag- 
gregating 8,000 square feet, or 
double what was available in the 
old offices. Few agencies in New 
York have a greater area, it is 
said. Separate rooms have been 
provided for the art and copy de- 
partments. These have been made 
sound-proof, each writer has a 
private room, each artist a large 
north window, and a private stair- 
case connects the two floors. The 
main offices, filing and rate de- 
partments are on the ninth floor. 
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HOW ADVERTISING HAS 
BEEN UTILIZED TO 
REALIZE ON AN 
INVENTION. 


Many great fortunes have been 
made through inventions, but in 
spite of successes on record the 
way of the inventor is by no 
means easy. A large proportion 
of the fortunes that have come 
from inventions, in fact, were not 
realized by the inventors at all, 
but by promoters who put their 
devices in the market. For the 
inventor, there are usually long 
years of study and costly experi- 
ment before his idea is perfect and 
practicable. He may fail, after 
all, or be anticipated, or have his 
idea stolen. If he succeeds, and 
has his device patented, it may be 
years before the invention be- 
comes so well-known as to be in 
wide demand and _ profitable. 
When this happy stage has been 
reached, like as not, his patent has 
expired—for the right to profit by 
an invention is limited to a re- 
stricted term of years. 

Lee Rubens, senior partner in 


the firm of Rubens & Marble, 
Chicago, perfected some years ago 
an invention that has since grown 


to have a world-wide sale—a 
patent woven undergarment for 
infants and children, familiar to 
all readers of magazines as the 
“Rubens infant shirt.’ Before this 
garment was perfected Mr. Rubens 
had an underwear commission 
business, where he saw dozens of 
attempts to provide childhood with 
a garment that would keep its 
little tummy warm, yet do away 
with the need for buttons and the 
necessity for putting the garment 
on over the wearer’s head. Noth- 
ing seemed to fill the bill until Mr. 
Rubens perfected the simple shirt 
that bears his name, and it is said 
that in the trade that has been 
built up since the product was 
first introduced no serious com- 
petitor has appeared. 

To introduce a garment like the 
Rubens shirt through the regular 
channels of trade might have 
taken a good many years of the 
life of the patent. The garment 
was not only new to jobbers and 
retailers, but had the disadvantage 
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of following on the heels of sev- 
eral failures devised for the same 
purpose. The inventor was not 
rich, and he knew very little about 
advertising, except that in general 
it is an excellent thing. It seemed 
to him that, in order to retain 
control of his novelty and put it 
on a paying basis at once, he must 
cut out the promotive work with 
jobbers and dealers that would 
have been done under ordinary 


trade conditions, going direct to 
the mothers of the country with 
his new garment by means of ad- 
vertising. If the garment were as 
good a thing as he believed it to 
be, they would convert the dealers, 
while if it were not practicable 
and in demand, then a long cam- 
paign of trade promotion would 
be saved. 

Which, of course, 
simple. 

It was simple—as to plan, But 
the first step he took in adver- 
tising was to get into the hands 
of the wrong kind of advertising 
agent. This latter functionary’s 
reasoning was that the mothers 
of the United States can be 
reached through the smartest of 
the fashion journals, and the first 
advertising that appeared for the 
Rubens infant shirt was printed in 
publications of this kind. There 
were hardly any results. Then 
the agent tried other publications 
to get orders by mail, but without 
making an impression. Finally, 
one day (and fortunately, Mr. 
Rubens thinks) young Mr. Laskar, 
who is now vice-IT of the Lord 
& Thomas agency, Chicago, came 
along looking for his first client. 
Mr. Laskar was then about eigh- 
teen years old, and receiving a 
weekly salary, that was also down 
in the ’teens, it is said. As he and 
Mr. Rubens both appeared to be 
at the beginning of their respec- 
tive careers they made an agree- 
ment to go along together. Since 
then Mr. Laskar has handled the 
Rubens account, and it has stayed 
with Lord & Thomas, and the 
Rubens business has grown. The 
copy has never been startling in 
its nature, being simply a staid 
little exposition of the garment, 
with one or two cuts and some 


looked. very 





ae 2 OS Oa a Oa ew ew Ce weve 


PRINTERS’ INK. 48 


description, a good deal like a 
catalogue in its style. It isn’t 
changed very often, either, and in 
all the things that Lord & Thomas 
have lately said about “reasons 
why,” and in all the obvious 
changes in advertising one notes 
in magazines this fall, because they 
have said them, there has never 
been any reference to the Rubens 
infant shirt copy. There isn’t a 
reason-why in it. The Rubens 
copy pulls because it goes into 
good publications —the Ladies’ 
Home Journal, Delineator, Mc- 
Call’s, Designer, New Idea Wom- 


idea through advertising, Mr. 
Rubens has been distinctly a suc- 
cess. Rubens & Marble began 
business in a room 10x24, with 
one knitting and two sewing- 
machines, The members of the 
firm did their own selling, pack- 
ing, marking, shipping, and some- 
times had to take a hand at the 
sewing. The output was six 
dozen a day. Now, however, the 
output is between 500 and 600 
dozen, and if it were possible to 
produce them the demand would 
absorb 1,000 dozen. This novelty 
is difficult to manufacture, and 
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an’s Magazine and similar maga- 
zines. There are not many on the 
list, but each has proved out, and 
as they have demonstrated their 
ability to bring results, Mr. 
Rubens keeps his copy in them, 
and his ad appears twelve times 
a year in each, rain or shine, 
summer or winter, good times or 
bad, and he intends to be in these 
publications right along every 
month, doing business at the same 
old stand, where mothers can find 
his ad, as long as they do pay. 
As an inventor realizing on his 


the factory force has to be in- 
creased slowly. At one period 
forty new hands were added in a 
week, with the result that fewer 
goods were turned out than with 
the former force—all the new- 
comers were learning and taking 
up the time of the experienced 
workers. 

The sales of the garment are 
now world-wide. Chinese, Japan- 
ese, Siberian, Russian and Boer 
babies wear the Rubens shirt as 
well as American, Canadian, Eng- 
lish, French and German. It is 
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already a staple, and the inventor 
has been content to follow along 
in the rear of the demand rather 
than resort to any forcing process 
through sensational advertising. 
’ “We are not magicians,” he says, 
“and can’t make demand for a 
product unless people want it.” 
All the ads are keyed, and a mail- 
order department fills orders that 
cannot be taken care of by deal- 
ers. Outside of these, however, 
the regular course of movement 
is through the trade—from jobber 
to dealer, etc. All are protected, 
and all are kept happy by good 
margins of profit, But Mr. 
Rubens has some pretty decided 
views on his own rights that not 
even trade considerations can 
break down, One of these is the 
inviolability of his name and 
trademark on goods. Many large 
stores like to handle such desir- 
able goods, but demand that they 
have the option of removing the 
manufacturer's trademark and 
name and substituting their own. 
Hundreds of manufacturers ac- 
cede to this demand. But not 
Rubens & Marble. Under the 
patent laws no one has the right 
to paste another label over that of 
the maker on patented products, 
except by express contract with 
the holder of the patent. This 
right has never been surrendered 
to a dealer or jobber, for to do so 
would make of the genuine goods 
what, to the consumer, would ap- 
pear an imitation quite as satis- 
factory as the original. Another 
thing to which the firm adheres 
with an old-fashioned conserva- 
tism is its price. The retail price 
of Rubens shirts is set and fur- 
nished to those who answer the 
advertisements. Prices to jobbers 
and retailers are also set. When 
wool went up forty per cent du- 
ring the Boer war, raw material 
in Rubens shirts made of wool 
naturally went up too. But the 
firm did not change its prices. 
When wool goes down the price 
remains.. Many’ a jobber and 
dealer has offered big orders for 
goods on condition that a five per 
cent discount be given, but it 
is said that no one has ever got 
a discount. Years of experience 


in the underwear commission 
business, ,with its fluctuating 
prices, taught the firm the advan- 
tage of being on bed rock. Com- 
petitors have come into the field 
and endeavored to build business 
on the trade that is refused, under 
this policy, permitting large stores 
to affix any old label that they 
please, and following all the vag- 
aries of the wool and cotton mar- 
kets with their prices and dis- 
counts. But none of them have 
lasted, 

So there is a good deal more to 
the success of the Rubens shirt 
than advertising. 

Mr. Rubens finds publicity a 
good remedy for certain trade 
evils. Not many months ago a 
competitor came out with an im- 
itation of his garment that was 
really an infringement. It has 
always been a practice with him to 
keep as far as possible from any- 
thing approaching a lawsuit, even 
when the merits of the case are 
clearly on his side. In_ this 
emergency he consulted no lawyer, 
and took no steps for legal 
redress, ‘but simply sat down and 
wrote a letter to the trade press 
calling attention to the infringe- 
ment and asking the trade if it 
believed in fair play in such mat- 
ters, and the right of a man to 
profit by the product of his brain 
and years of work. The trade did. 
It responded by neglect of the in- 
fringer that drove him out of 
business within a few weeks and 
L.oke up a dangerous imitator not 
only of the Rubens product, but of 
other well-known proprietary ar- 
ticles as well. Just a plain setting 
forth of right and wrong carried 
the day, even against advantages 
of dollars and cents, and a great 
legal case was disposed of without 
even an attorney’s advice. Pub- 
licity did it. 


Do not attempt to make yp your mind 
beforehand what words you will use, 
but fix the mind on the subject of your 


goods. If you know your subject thor- 
oughly, words will be found: in abund- 
ance.—Ad Sense. 

SatesMansuiIe is involved in the 
story of the goods, not in the price. 
The right goods will always bring the 
right price if the story be told in the 
Tight way.—Ad Sense. 
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ORIGIN OF A NEWSPAPER NAME. 


Edward Everett Hale’s father was 
publisher and editor of the Boston 
Daily Advertiser, the first daily paper 
in Boston. “My father,” he says, “‘in- 
troduced into Boston journalism the 
‘leader,’ written by some one in the 
office, expressing the views of the 
office. Before his time such expression 
of opinion was made by different cor- 
respondents, who could be known as 
‘Cato,’ ‘Publius,’ ‘Junius,’ or the rest. 
I have always supposed that the name 
‘Advertiser’ on all American newspa- 
pers was borrowed from the Public 
Advertiser, of London, in which such 
letters of ‘Junius’ originally appeared.” 
—Bookseller, Newsdealer and _ Stat- 
ioner, 


+> 





Tue “free trial” offer has made for 
success in many instances and those 
who have had the “free trial’? have 
been well pleased with their pur- 
chases. As a method of inducing in- 
quiries and making sales the “free” 
article and “the thirty days on trial” 
proposition have been successful and 
except in few instances they have but 
few of the ‘“‘come on” characteristics 
that mark the open fraud. Why can’t 
we eliminate dishonest ‘‘free”’ adver- 
tising, and make place for the hon- 
est?—Ad Sense. 


te 


OricINALITy in advertising lies rather 
in the application of a thing than in 
the thing itself. Common expressions 
have a_ special advantage when they 
have a clear application to the subject 
of your ad. They reach the mind in- 
stantly, because no reflection is needed 
to receive them.—Rhode Island Ad- 
vertiser. 
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- garry ing the EVENING Tims to all sections 

y nig) 

W oe New and sec ond-hand machinery. 
Send _ description to A. E. BENN, Amster 

dam, New York. 


oo ere Bt F dnains§ ety 
afternoon paper; Tr wee! “PRI 
MAN.” care Printers’ > ” 
Tin Raleigh a ams has absorbed the 
aerating Post, of — The TiMgs’ cir- 
lation is now nearly 10,000. 
TRE. Kaleigh EvENING TIM vars ts the Tage 
between Richmond and Atlanta 
fuil Associated Press 33 service. 
D‘ER1ISING makeup 
change. Three wae 
“B, W ,” care of Prin 


The 


i; (2%) desires 
lence. Address 
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XPERIENCED editor and reporter, a A or 
count: successful. Cg for position. 
“YOUNG M ” Printers’ In! 
W ANTED—Active, ambitio ambitious and ca 
vertising solicitor .d join in pure. 
trade journah Box Boston, Mass. 
ao men whe amine to own good n 
pers, to send for my * ‘special short list. Ss 
G. F DAVID, 148 Townsend St.. Bosto: 


DVERTISING solicitor (weekky and maga- 
zine fo ing] Fasomn ae ritory) desires 
change. Address “‘ 'E. W.,¥ Printe: 
EXKLY within 150 miles a ed of 1 ae city for a 
large grain business and grain mill. A 
isopen. C. F. DAVID, Boston. 
DVERTISING service wanted. including 
ready-made advertisemerts, Send samples 
and terms. J. M. KENNEDY, Marlin, Jexas. 


AXTED—Posttion a aseistant advertising 
manager by young man of ability. Thor- 
—_ By ig good references. “H. F. Y.,” 


ble ad- 
ofa 


‘(THE circulation of the New York World. 
morning edition. exceeds tuat of any other 
morning newspaper America by more than 
100,000 copies per Cee 
ANTED—Capable, well-ec well-equipped oe 
writer and manager of thorough e rf 
one now holding good position. Ad 
“WHOLESALER,” Printers’ Ink. 


A RVERTISING manager seeks new connec- 
tion; now adman large retailing concern. 
Address “EQUIPPED,” Printers’ Ink. 











eo pen, - ccmpetent newspaper 
rtments. 

booklet. FERNALD’S NEWSPAPER MENS EX 

CHANGE. 368 Main St . Springfield, Mass. . 


Ces man, recent graduat to learn 

business with high grade firnt: first class 

eppectanss foradvancement. Write pugpoday. 
HAPGOODS, Suite 511, 369 Broadway. N.Y. 


ONCERNI G TYPE—A Cyclopedia of Kvery- 
da; Paptgge for the he Printer Adver- 
tising lan; get “typewise’’: 64 np., d0c. postpaid. 
ag’ts wanted. A. 8. CARNELL, 10 Nassau St. N.Y. 


AIL-ORDER man, American. age @. seeks 
ition. Eight years’ highly succes<ful 
experience Knows how to make a new article 
or boom an = one, Address “H.,“ Box 448, New- 
port News, V: 


A*® usaanine. having an an a equal 

‘0 that of Ladies’ Home Journal, requires 
more  capltal to rin that field, Owneris a pub- 
lisher of reputation, Address ‘“X. La Ne T.,¥ care 
Printers’ Ink, 


WwW ANTED—An experienced ad solicitor for 

blished Southern trade paper devoted 
to cotton ogre oh Satisfactory proposi- 
tion to good, honest, conscientious worker. 
Address “COTTON, > care Printers’ Ink. 


ANAGER—For Southern office with local 
ublications and — journal; also doi: g 
H . Must have a past 
record of success in sim iar position. Prefer 
party able to make some investment. “SOUTH, " 
care Printers’ Ink. 


W AxTED—For new department, writer of 
mail-order copy who can write and plan 
mail-order advertising business literature, 
and has ability to es advertising and se- 
eure business by mail, Address, Ee is fall 
persian, per experience, wages, etc. 


E EXCEPTIONAL OPPORTUNITY. 
Wanted bustling. young man as advertis- 
ing manager of a thriving weekly newspa) ¥, 
Prefer one who wili ions, small amoun 

— in the company. Open to full oon 
gation. Address BERLIN’ Fl HERALD, Berlin, 
Maryland. H UD. Adams, President. 


A* aera, 
WRIT 


GE 23 Y 
AGEN SCY EXPERIENCE, 
OPPORTUN a 
AT MODERATE SA 


ARY. 
AGENCY OR HOUSINGS HOUSE, 
“A, D. V..” PRINTERS’ INA, 
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VERY ADVERTISER. and mail-order dealer 
shouid read THE WESTERN MONTHLY, an ad- 
vertiser’s mapaaine, hy circulation of any 
oeveraar ——— america. Sample copy 
free ESTERN ‘MONTHLY . 8159 Granug 
Ave., nm City, Mo. 
Winn, 2556 position by Jan. Ist by young 
man, 23; ee experience with large con- 
clerk, asst. bkpr , 
cashhion. then traveli 8 vo gn for two years, 
covering cities of U. Has hid some experi- 
ence in advertising. Isa manof ¢ address. 
Wishes to be associated with some reputable 
one company where | qnihy means promotion. 
best of references, “L. +” Box 423, Suffolk, Va. 


= YOUNG an tp WOMEN 

of ability who seek positions as adwriters 
aid ad managers should use the ciassified cu!- 
umns of PRINTERS’ LNK, the busivess journai for 
aave: tisers, published weekly at 10 — St. 
New York. Such advertisements will ve inserted 
at 20 cents per line, six words to the line. I’RINT- 
gis’ INK ts the best school for advertisers, and it 
reaches every week more employing aavertisers 
than anv other publication 1n the United States. 





ANTED—Clerks and others with common 
school educations only, who wish to quai- 
ify for ready positions at $2 a week and over, to 
write for free Sony of my new prospectus and 
endorsements from leading concerne every- 
ee One graduate filis $8,000 place, another 
and any numuer earn $1,500, The best 
clothing adwriter in New York owes his suc- 
ess within a few months to my teachings. 
mand exceeds ae 
GEORGE H. POWELL Adrertising and Rusi- 
ness Expert, 1467 Temple Court. New York. 
———~@2—— 
FOR SALE. 


es -— Tp: kly in Illinois for $3,250; it’s a 
dandy. U. F. DAVID. Boston. 


Gauss aed os Soans exas worth wore About 
000 quick sale gets it. C.F. DAVID, 
pa ng Mass. 


400 NEWSPAPER prope pro lesiin $87 States. 
Send for * sliort list.” C. F. 
DAVID, Boston, Mass, 

ge wee femily pap paper; established 30 
ears; owner retires from — low 

orice” 7 PUBLISHER, ” Box 1159, Boston 
NE of — —  Soanty sent weeklies in N. E. 
States ‘wip’ 18 big plant; $3.500 cish 
required. Cc. Fo DAV 148 Townsend 8t., Boston, 


> 5, 000 SECURES control of monthly mag 
ton. Paras to Gover par of tne pe 
Fm on. 
dress “D,” Prir-te ” Prirters’ Ink. 
Newsraren OPPORTUNITY—$4.000 will buy 
well-established semi-weekiy and job office 
d Ly 


in one of richest —_ counties of the 


South. Golden chance to one who can make 
good, “SOUTHERN, ore care of l’rinters’ Ink. 
—__ +o -— 
TIN BOXES. 
I. you have an attractive, handy package you 
will sei) more sand get better prices for 
bem. Decorat a boxes nave & 50 appear- 


pone don’t break, ar ly, @ preserve ths 

contents, You can bay in one-half gross lots and 

at very low prices, too. We are the folks who 
‘or 


and, in fact. for most of the “big guns.” it we 
as much attention to the “little fellows.” 
ter send for our new illustrated catalog. I 


contains iots of valuable information. and i< 
free. AMICRICAN STOPPER COMPANY. BI 
Verona Street, Brookiyn. N. Y. The largest 


maker of TIN XES onteide the Trust. 
_ Or 


oo CARDS. 


1,000, ror more any nti 
$5 ‘Tike Coin WRAPPER CO. Detroit. Mich, 
—— tor 


ADDRESSING. 
NVELOPES. addres-ed fo: per M.. wrap- 
ners 60c., from your own list, Pie sell the 
Standard Auto A ser. Wrip us. B. F. 
JOLINE & CO., 123 Liberty 8t., N.Y. 


PUBLISHING ce ge OPPORTUNI- 


Goue Publishing Opbortu rtunities, 
Excellent Mechan eat ~_ Pea 
Substantial Housebold Month 

Hygieni« 1 Weeks F cid Monthly 


ee! 
emcat Monthly Youndation, , 000; ° 
Monthly Foundation, $2; 
EM N P. ‘HARRIS, 
Broker in Publishing Property. 
253 Broadway, New York. 


+> 


ADVERTISING MEDIA. 


EAD the Baltimore TELEGRAM, the only ite. 
trated weekly in the South. For resulis, 
= us a card. 
HE EVANGEL. 
Scranton. Pa 
Thirteenth year; 20c. agate line. 


NY person advertising in PRINTERS’ INK to 
theamount of $10 or more is entitied to re- 
ceive tne paper for one yea:. 
E= EN physicians are Tomy = rich in Troy, 
4 Ohio. The REcoRD daily, is read by 
70 per cent of their vietiine tiie jass medi _ 
propositions accepted, Minin imum rate, 4c., p! 








1 AM TIRED 
letters to manufacturers soli- 
advertisements. If you want (to 
1,500 live, retail merchants each 
month, located in the most prosperous 
section of the great Southwest, write 
me. — advance Jan. 1. 


PUBLISHER THR RETAIL WERCHANT, 
Dallas, Tex. 





eee 
ADDRESSES FOR SALE. 
OWN and country, North Central Ohio. Cor- 


rect, up-to-date lists. Address “DIRECT- 
ORY,” 33S. Garden St., Norwalk, Uhio. 


DDRESSES FOR SALE—New list ten thou- 
sand Railwa; a. Gerke $15 = with 
order. WALIER N. Allegan, Mich. 


moh names of live, prosperous 
20 300 farmers in the Middle West, at $1 
per M., typewritten. A. P. COX, Sterling, Illinois. 





SUPPLIES. 


S2> for samples of our handsome PRICE 
CARDS. Many styles, 40c per 100 up. 
Biddle P, C. Co., 1010 Cheng ou Phila., Pa. 


WALL CALENDARS "Hi 


at sunsemaiite puteen, fs Send for catalog. 
NK & SO\S, 
Fifth st., Bu. Chestnut, Phila. 


Note HFADINGS of Bond Paper, 54x84 
meee, San cnveeess & (laid p). 100 for 64c.; +5 
250 for $1.10; 500 for $1.60; 1,000 for $2.50; 2.000 for 
50: 5,000 fo 811.00. § Send t for samples’ MERIT 
RESS, Bethiehem, P 


W D. WILSON Snaatiite INK CO,, Limited, 

e of I7 Spruce 8t., New York, sell more mug- 

azine cut inke than any other ink bouse in the 

trade, 

Special prices to cash buyers. 

Fez samples of Rernard’s Cold Water Paste 
will be sent to any publisher, paperhanger,. 

photograpber, cigar ern or manufacturer 

who uses poare for any oe ond will test its 

merits. BERNARD’S AGE , Tribune Build- 

ing, Chicago. 


te 
ADDRESSING MACHINES. 
A DOMES Ire MACHINES—No type used in 
aressi 


the Wall stencil aa 
card index system of addressing used by the 





WiLLAC K & 00. 9 Murray St, New York, 
(310 Pontiac Blig., 58 Dearborn St., Chicago, Ill, 





ia . re eee 


—" 
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CLASS PUBLICATIONS, 
20,000 Buyers 


of ($1,025,000,000 annually) 
Goods, ete, 
Read every issue of the 


Hardware Dealers’ 
M ine. 
Write for rates. Speci- 
men Copy mailed on re- 


quest, 
258 Broadway, N. Y. 




















EXCHANGE. 


a Photo-engraving tc to exchange for 
or new delat Submit 
proposition to “S.,” Printers’ 


> 


CA CARDS. 


CARDS fa pioail very description are made by 
us. beige ge the world. Par- 
ticulars o1 UVENIR POST 
CARD CO. m 4140 LF, x. yu 


ELECTROTYPERS. 


E make the electrotypes for PRINTERS’ INK. 
We dothe tues tae Tor — of pr 
largest advertisers in the try. rite us for 
ices. WEBSTER, CRAWFORD & CALDER. 45 
St., New York. 











ILLUSTRATORS AND ILLUSTRATIONS. 


H. * SENIOR & CO., Wood Engravers, 10 Spruce 
.. New York. Service good and prompt. 





IMITATION TYPEWRITTEN LETTERS. 


| Ng tgs ay per ee eC “Small Ag 


ities at Smal 65c.; 9c. 
300. oy 25 ; 500, $1. 0. " Write we booklet 
pecimens, HO $60. 1K, 420 8t.,N. ¥. 





— MAILER. 


for $3. 10.000, $20. Any printing. Acme 
Coin Carrier Co.. Fs. Madison, la. 


1,000 


re. 
DESIGNERS AND IL! ILLUSTRATORS. 


—— illustrating, engrossing, illumi- 
aving, lit ogra: ning, art print- 
LEY STUDIO. 





Bway, N. ¥. 
BOOKS. 
pa ZHAT PROTECT— ast ‘we 
R. 8. & A. B. LAC "Patent 3 
Trade-Mark erts. Washington. D 





DIRECTORY OF NOVELTY MANU- 
FACTURERS, 


AG wanted to sell ad novelties, 2% com. 
3 samples, 0c. J.C. KENY ON, Owego, N. Y. 


O* nent, $18 Paper Weights w with your advertise- 
nent, $i SB Catalog adv. novelties 
UIs BUTTON CO.. St. Louis, Mo. 


RITE forsamole le and pri rice eeu comopination 





en Hook and Bill File. Keeps y your aa 
and b THE 
warrensaD '& HOAG cu, Newark.” N. J 
Branches in all large cities. 
DVERTISERS—Write on your business sta 
tionery fora sample MAN-I-Q. The MAN- 
1-Q is a_ new, low-peseny ket adverti 
will bring (Patent pena 
ing.) G. P. COATES CO.,, Manufacturers of 
Norwich, Conn. 





—_—_——lor——————" 
MAIL ORDER. 


rd 1;th h 
Diss ai 
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HALF-TONES. 


Gx? half-tone for either the newspa; 
job department. STANDARD, 61 Ann 
New York. 


gtr nett copper half-tones, 1-col.. $1: pares 
per in. THE oy gl 
GRAVING CO., Youngstown. Ohio 


EWSPA PER ay log 
Hench when on cash ‘Saempantee the order. 
KNOXVILLE TENG RAVING CO., Knoxville, Tenn, 


ror 





Sgn ee or line productions. 10 square 
inches or smaller, delivered prepaid, 7ic.; 
6 or more, 50c. each, Cash with order. my 
Soueeger screens. Service day and 
for 


process-engraver. rp O. Box 815, 
aneton ° ? 








4DVERTISEMENT CONSTRUCTORS. 





12 ADS FOR $2, 
Think of it—12 good busin etting ads; 
enough ov amonth. Send me $2 and teu me 
your CHESSUM, Brantford, Canada, 
ARE You? 


A If you are Rado to pay me a trifle more 

© have your advertisi: ngs” quite differ- 
om trom other peowty 8,1 helteve I can be profit- 
able % ou. That “extra little’ pays me to 

e with an unlikeness that is apt to 
keep Pm outof the waste paper basket. Many 
advertisers, remembering that other people treat 
SS “stuff” precisely as they do, — 














trate economy b: me for 
sufficiently ractlve en that “W. P. S. Bi 
if urself of such a “willingness,” 


you 
rat be glad to tnail you a lot of my “doings” for 
Te to pander 68 your leisure. 1 wonder if = 
actually do Barber he = suspicion! No postal 
fo.10 mes 
No. 10, Cis L. TAN iT 102, Sansom St,, Phila. 


————+o-—_—__. 
CARD INDEX SUPPLIES. 


1 CARD INDEX QUESTION will be quickly 

and easily settled by getting, oy and 

price from the manufacture! eans us. 

STANDS) RD It INDEX CARD COMPANY, 
ittenhouse Bldg., Phila. 


ADWRITING. 


A DWnitens AND SOLICITORS—You can 
e $100 to $500 a month with a little easy 

work. a few hours a day, by a ih and original 

plan I have worked out pe | proved to be a sure 





winner. It’s a square business proposition to 
business men right in your own town. Write 
for information—it’s money for a 
8. EVE 
4 Childs Block,’ 
Binghamton, ! m, N. Y. 
By using “The Ad- 
writer’s Rule” it will 


enable you to think 
clearly when writing 
Ads—it starts you right 


are so many confusing and mislead- 


1 “information, so necessary 
when preparing ad 
By mail, 50 cents. Send for folder. 


L. ROMMEL, JR., 
61d Merchant St., Newark, N, J+ 
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PREMIUMS 

> FIJABLE cooas are tradé builders. Thov- 

& sands of suggestive premiums suitable for 
ouviishers and otners from the foremost makers 
and ofp el aeaiers = S eee and kindred 
lines. 500-pag ae 
guplished Eneually, th ‘teoue now ready; tree. 

F. MYERS CO.. 47w. and 49 Maiden Lane, N.Y 


+o 
ADVERTISING AGENCIES. 


J 4, geonmar AGENCY. 1 Madison Ave. 
>, edical 1 journal advtg. exclusively. 


aan oie ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 
I W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 


URTIS-NEWHAL LL CO. Established 1895. Los 
Angeles, U. 8. A. Newspaper, 
magazine, trade paper advertising. 
‘\HE 8. L. IRELAND ADVERTISING AGENCY 
Write for portions of the Ireland Service. 
Chestnut Street, PhiladelpLia. 


LBERT FRANK & CO., 25 Broad Street. N. 
ee ad vertising’ Agents. Established 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof all kinds placed in every part of the world. 


ARNHART AND S\WASEY, San Franvrisco— 
Largest agency west of Chicago; employ 60 
people; save aavertisers by advising judiciousty 
newspapers, billboards, walls. cars, distributing. 


pond advertising promises results which 
ae y ost careful gees gmp Write us 

py list 1 pepers to the whole field 
oon tne D ESBARATS. ADVERTISING 


a. 
ZINC ETCHINGS. 


D™=. LINE CUTS at six cents per square inch. 
‘TANDARD, 61 Ann St., New York. 











a 
TRADE JOURNALS. 


66 PEAL ESTATE.” Amsteraam. N. ¥.. circu- 

lation 3.000. for real estate dealers and 

owners; $ia year; names of burers each month. 
—_— oor 


MAILING MACHINES. 
Ht DICK MATCHLESS MAILER. lightest 


and quickest. Price $12. F. J. VALENTINE, 
Mfr., 178 Vermont 8t., Buffalo, N. Y. 


PAPER. 
i BASSETT & SOTPHIN, 
45 Beekman St.. New York Cit 


Coatea papersaspeciaity. Diamond ¥ Perfect 
White for —emee< catalogues. 





Jnairinnaisiasinalilipdpincamevedin 
Postage STAMPS, 
OFF, unu rare U~. od, R. ORSER, 


broker, R. 6, 94 AE St., pe fl. 


ta oe, 
Gathering Mal fay) 
gee cond can see the hand othefata or: the 


ler, fool advertising pays 
maser one pays all a 


Rabin hal 
ate werd cherkang enpetes her 


Franklyn Hobbs, Himself” 
Caxton Block 
Cucago USA. 











DISTRIBUTING. 
ISTRIBUTING through the qaeney of the 
Advertising Pacreict in Ala., Ga., 


Miss,, N. C. and 8. C., was tested five years ago 
by wenial rder for "distribution by " Peruna 
Drug Mfg. Co. ; now their books are distributed 

four = — _ —_ _ ae 


by the 


particulars fro’ m CHAS,  BERNAKD, ise 1 Trib- 
une Building, Chicago. 
PRINTERS. 


RINTERKS. Write R. CARLETON, Omaha, 
Neb., for copyright lodg lodge cut catalogue. 


W E print peta coin. cues. booklets. circulars. acv. 
rite for prices. THE 
BLAIR Pra. Co., 514 Main & 8t.. Cincinnaa, O 
—_— +o>————_ 


LOFTIS SYSTEM 


DIAMONDS 


For Christmas Presents 
Presen: 


te 
1000 handsome illustrations. 
delay, write to-da; 


Dept. B 179 
92 State St., Chicago 












A Leading 
Advertising 


Agency in 


Toronto, Can. 


wants a writer for 
its copy department. 
Young man withex- 
perience preferred. 
Qualifications of $9 
plicants are: a 
knowledge of for 
lish, industry, sober 
habits, the ability to 
delve into and digest 
material gathered 
y the agency for 
“Copy.” 
ddress, stating age, experience and 


A 
other details o ieee: and salary 
w 


anted, jJ.jJ.G " 
acon CANADA. 





Ht 
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— 


You cannot get 









You cannot make newspaper 
advertising pay in the 
State of Utah, without 
using the 


SALT LAKE 


CITY 
HERALD. 


satisfactory results from 
newspaper advertising in 
the State of Washington, 
without using the 


SEATTLE POST- 
INTELLIGENCER, OF 
SEATTLE, 
WASHINGTON. 










careful, judicious 





advertiser ever used the 
ANACONDA STANDARD, 
of ANACONDA, MONTANA, with. 
out making it pay. 























Let us tell you more about these great fields for 


sas WM. J. MORTON | 
profitable advertising. Special Representative, | 





87 Washington Street, Chicago. 150 Nassau Street, New York, 

















STILL THEY COME. 


Office of the CouRIER, 
SWANTON, Vt., Nov. 17, 1905. 


Printers Ink [onson, New York, N.Y.: 


Dear S1tr—Kindly send us your new ink catalogue. I can say, 
without solicitation, that the small orders for inks which we have sent 
you have proved entirely satisfactory, and we shall send another order 
in the near future. Very truly yours, 

CARL C, FLETCHER, Publisher, 





Every day I am besieged with from twenty to thirty 
applications for my new sample book, and at this rate it is 
only a question of a short while when the supply will run 
out. Don’t be one of the delinquents, otherwise you will 
continue to pay out money to your favorite ink man which 
would remain in your bank if you bought from me, as my 
prices are at least fifty per cent lower and the quality of my | 
goods second to none. 


ADDRESS 


PRINTERS INK JONSON, 
17 Spruce Street, New York, 
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rack | len Talks to Manufacturers 


No. 8. It is gratifying to note that magazine 
advertisers are awakening to the great 
possibilities which the Agricultural Press 

holds out to them as an advertising field. 


Even the magazine publishers have become convinced 
that the farm press is a rich advertising field, as is evi- 
denced by their recent advertisements now appearing in 
this class of publications. 


It brings to light the possible fact that magazine 
publishers are in need of “ new blood" with which to infuse 
their “ czrculation,” and that they desire “ quality ” equally, 
if not more so, than “ guantity” of circulation. 


Nowhere can they boast about “ gualty circulation” 
better than when it comes from the class of people who 
form the sinew and backbone of our country—the real, 
true American citizen. 


And why? 


Because this class of people are staid, dependable, and 
buyers of advertised goods. They are “ vegular” subscri- 
bers, and produce that element so much desired by all 
publishers known as “ pulling power.” 

If they are desirable readers for the magazine pub- 
lishers, they are particularly desirable readers for all ad- 
vertisers, and can be reached through their own class 
papers—the Agricultural Press—at much less cost than 
through the advertising columns of magazines. 

This year this fifty-six million of buyers have been 
blessed with the richest harvest they or their antecedents 
have ever garnered, and, consequently, have millions more 
money with which to buy the goods you have to sell. 


The direct way to their pocketbooks is through the 
Agricultural Press. 


THE NATIONAL AGRICULTURAL PRESS LEAGUE 


1448 Marquette Bidg., CHICAGO, ILL. 








a 
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The Advantages of 
“Team Work” in Advertising. 


If, when you get out a booklet, catalog 
ot other printed matter to advertise your 
business, the copy is written by the bus- 
iness manager—with liberal alterations 
and additions by nearly everybody about 
the place—the illustrations are made by 
a down-town artist, and the printing 
is done by an up-town printer, what is 
the result? The work is a disappoint- 
ment; it does not hold together. It is 
a patch-work affair, and it shows it. 

We think you would appreciate the 
advantages of “team work,” as exem- 
plified in our printed matter. The writers 
work with the artists; the artists work 
with the writers, and both work with 
the printers. The result is harmonious, 
pleasing, distinctive and adelight to those 
who send it out and those who receive 
it. And, when all is over, our service 
will probably cost you no more than if 
you worried and bothered with the 
work yourself, 

THE GEORGE ETHRIDGE COMPANY, 


Hartford Building, No. 41 Union Square, New York. 
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HE sore of ignorance usually develops into 
the cancer of prejudice. We should never be 
so ashamed of our ignorance as not to cheer- 
fully welcome any chance to remove it. 
Ignorance is no sin; in fact, the wisest of us 
may be ignorant of many things that ‘“‘any 
fool knows;” but Prejudice is often a crime. 

RRR CI To remove the ignorance of all sorts and 

conditions of men in respect to the mail- 
order business, J have written a book, although I am not an 
adversary of Job. It is a book in which I am sure you will 
be interested, however much or little you may now know 
about the mail-order business. 
Here is a small slice of the book: 














“The growth of the country people in prosperity, the 
natural increase in their tastes for good things, even for lux- 
uries, as a consequence of their prosperity, the increased 
facilities of rural free delivery — all have combined to make 
the mail-order proposition one of the most preferred.” 


It is from an article of mine which appeared in an ad- 
vertising trade paper. The people of a city like New York 
have very little absolute reason for patronizing the mail- 
order concerns. About five million customers are tributary 
to that city’s retail business, but their wants are well sup- 
plied by about fifty large department stores, and hundreds 
of other retail establishments of a larger magnitude, besides 
thousands of smaller retail places. Similar are the condi- 
tions in other large cities. 

But only 3opercent of the populationof the United States 
live in cities. The remaining 70 percent livein rural places 
away from departmental or up-to-date retail stores. Under 
present conditions these are becoming shoppers by mail. 

Recently one of the big mail-order houses had to in- 
crease its facilities to the extent of putting up buildings 
costing about five million dollars. Some of the mail-order 
establishments spend more than one million dollars a year 
for postage, and still the mail-order business is in its in- 
fancy. The rural free delivery, that new force which binds 
city and country together, and which is continually ex- 
panding, will make this business grow by leaps and bounds. 

There is still room for those who would make fortunes 
in the mail-order business. There are places for manufact- 
urers and special or general dealers to enter the field. It 
is the most promising in the commercial line to-day. 


D> 
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Now, as to the Book I SpoKe About. 


HE people are ignorant of the conditions of the 
business, and in order to disseminate knowl- 
edge in the place of this ignorance, and prevent 
it from becoming prejudice, I have arranged 
for the reprinting of a series of articles which I 

_aspaaati have written, and which were published in 

Printers’ Ink, Ad. Sense, The National Adver- 
tiser and other papers and magazines, on the subject, ‘‘ The 

Mail-Order Proposition.” ‘There was a great demand for 

these publications in which these articles appeared, which 

was not satisfied, as the copies are now out of print. 

These articles are right up-to-date, and there will be a 
considerable amount of matter which did not appear in the 
original articles. 

















Only Fifty Cents for this Splendid 
Book — and You Can Get It Back! 


“THE MAIL-ORDER PROPOSITION” is 
now in press and will be out ina few days. It will 
contain 100 pages. I will mail you the book upon 
receipt of fifty cents. This does not mean that the 
book need cost you the sum of fifty cents, small as it 
is, for this handsome and instructive volume, for the 
book contains a COUPON which will be accepted as 
payment of fifty cents by a number of leading adver- 
tising trade papers, So this book, containing a great 
deal of valuable information, need really cost you 
nothing. You will undoubtedly see that it is the best 
thing you ever got for the price, and that something 
for nothing is not necessarily “the fabric of a vision.” 

Send for the book NOW, for there is every prob- 
ability that I have underestimated the demand, though 
I knew, from the difficulty of obtaining papers in which 
the articles were printed, that it wou “4 be very large. 


WILLIAM BORSODI 
99 Nassau Street New York 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


READERS OF PRINTERS: 


INK WILL RECEIVE. 


33 UNION SQUARE, N.Y. 


FREE OF CHARGE! 


CRITICISM OF COMMERCIAL.ART MATTER SENT TO MR ETHRIDGE. 


If’ Mr. Clark expects people to 
accompany him on his personally 
conducted Oriental tours, it seems 
as if he should make his adver- 
tising a little more attractive and 
legible than the sample advertise- 
ment here reproduced. This ad- 
vertisement appears in a large 
number of magazines, and in 
some of them it can be read. In 
all of them it is dim, foggy, 
chilly and repellant. It seems 





that if the ordinary citizen were 
asked whether he would rather 
go around the world with Mr. 
Clark or go to jail, he would 
choose the jail. It seems very 
unlikely that many people would 
be lured from their own bright 
and cheerful firesides by anything 
of this nature. In No. 2 the 
same idea is brought out clearly 
and strongly, but at the same time 
attractively—and with plenty of 
room left for the introduction of 


CLARKS ti ORIENT 





No.2 


type matter, thus obviating the 
necessity of running the text all 
over the scenery. 

* * * 

This Glycerole advertisement is 
a simple affair but nevertheless it 
possesses points of strength which 
render it certain to be seen and 
read in any company. The highly 
polished shoe and the name 
“Glycerole” are the points of 
prominence, and taken together, 





tell a little story without the aid 
of the text. _As a whole the ad- 
vertisement is a good one, sincere 


DLYTERDLE 
The Shoe Polish of Quality 


Why not buy the best when it costs no more? Gly-- 
cerole has been recognized as the highest standard of 
quality laghae polish forover thirty years. It not only 
gives you the De pee which conforms to fashion and 
good taste, but preserves the leather and will not soil 
the clothes. t good dealers, only 25c. a package. 
If unable to find it, send us 3sc. for a pockage, ex- 
pressage prepaid. 

Uni jonsory 2 strwe will give, absolutely free, two 





et. If you do not find it in 
the package you buy at your pened By just send us a 
portion of the label and we wii ow a generous 
trial supply free. It will be an opt i surprise. 
RESTORFF & BETTMANN, Manufacturers 
NEW 
YORK 








and convincing in general appear- 
ance and in text. 
* * * 

The Wirt Pen advertisement re- 
produced here is novel, tosay the 
least. The happy young woman 
seated in the midst of the big pool 
of ink is certainly not an object _of 
pity, as her facial expression 
shows that she enjoys it hugely. 


The Wirt Pen @ 
————EEaae 





PAUL E. WiRT FOUNTAIN PEN 
R Always Writes 





The idea has nothing in particular 
to commend it, and if it were 
not for the attractiveness of the 
girl the ad would be a poor one. 
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BUSINESS AND STORE MANAGEMENT. 


How to get the full value of advertising by rightly conducting the business, and how 
to make business more profitable by a judicious system of advertising. 


Subscribers are invited to ask questions, submit pians for criticism, or to give their 
views oor any subject discussed in this department. 


Store 


anagement, Printers’ Ink Publishing Co., ro Spruce St., New York. 


Address Editor Business and 











In* the November 15th install- 
ment of this department, I made 
the general statement that men 
are more efficient than women as 
business assistants, and gave some 
reasons for thinking so. I inti- 
mated, however, that there are 
sufficient exceptions to prove the 
rule, and, before the matter had 
been put into type, the following 
conspicuous one came to light in 
the form of a news item in the 
New York Sunday World: 


WOMEN CLERKS DRAW BUSINESS 
1O A BANK. 





Owners Declare Their Tact and Attractive- 
ness Have Made the Institution 
Prosperous. 

Jortin, Mo., Nov, 11.—With a woman 
cashier and four women bookkeepers, the 
Bank of Joplin bas a surpius of $250,000, 
which is just fifty times its capital. 4 
W. Cunningham, who owns the bank, de- 
clares the tact and attractiveness of his fair 
assistants are chiefly responsible for the 
flourishing showing of the institution. 

Mrs. F. V. Church, whohas been cashier 
of the bank sixteen years, made the best re- 
port that was submitted to thetrecent bank- 
ers’ convention in Washington, She was 
one of the two women delegates to the con- 
vention. Mrs, Church entered the bank, 
while single, as bookkeeper. When she mar- 
ried, a few years later, she decided to keep 
her place in the bank, having been promoted 
to cashier, and preferring that work to the 
duties of housekeeping. 





I am glad to give space to this 
item because it may contain a hint 
that other banks can take with 
profit and satisfaction, and be- 
cause I do not want to be under- 
stood as one who thinks women 
wholly incapable and useless in 
business. It has been my pleasure 
to meet many very capable busi- 
ness women, some of whom were 
really quicker and brighter than 
men holding more important posi- 
tions and drawing higher salaries 
in the same’ establishment, and 
others whose natural talents had 
failed of proper recognition almost 
wholly through lack of initiative 
and encouragement—women who 
could really do things that seemed 
beyond their reach if somebody, 
whose opinion they respected, 


would only tell them so. But 
women in business, outside of the 
mere selling of goods over a 
counter, are prone to be narrow— 
to be penny wise and.pound fool- 
ish—to search most carefully for 
pennies while dollars are flying b 
within easy reach; and wit 
zealousness untempered by good 
business judgment, to make errors 
that re-act and hurt. And then, 
woman is likely to presume upon 
the privileges of her sex and 
man’s natural chivalry to say and 
do things that would not be tol- 
erated in a man. The right kind 
of a woman has a mighty refining 
influence in an office or shop, and 
many subordinate positions can be 
filled as satisfactorily and much 
cheaper by women; but few, very 
few, are fitted, in mental or phy- 
sical make-up, or in temperament, 
for heavy’ responsibilities—long 
continued. Often faithful, capable 
lieutenants, seldom generals, 
* * * 

I believe that the field in which 
the opportunities for bright women 
are greatest is the one which they 
have had the least to do with— 
that of writing advertisements. If 
I were conducting a retail store 
large enough to necessitate an ad- 
vertising man and an_ assistant, 
that assistant would be a woman 
and an understudy. It seems to 
me that a bright woman should 
know, almost instinctively, what 
point or points in a hat or gar- 
ment will make the strongest ap- 
peal to other women, and how to 
describe them in the most effec- 
tive way. Even in a smaller store 
catering to women, I would have 
one of the most intelligent of my 
female employees gather the data 
for advertisements and give me 
her own personal impression of 
the goods. 

x * * 

Speaking of understudies re- 

minds me that the practice of hav- 
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ing a man always in training to 
fill every important position which 
might be suddenly vacated is .a 
growing one. Its benefits are 
two-fold. It prevents the head of 
a department from assuming the 
arrogant air that so often comes 
from the feeling that the house 
would go to everlasting pot with- 
out him; and it gives the under- 
study~ an incentive for working 
hard and learning all he can about 
the business. And it’s a comfort 
to know that if Jones should be 
suddenly called awav by death, a 
ball game or a larger salary, 
whether his absence were tem- 
porary or permanent, Smith could 
fill the gap till Jones returned or 
his successor was appointed, or 
succeed him in the position. But 
the status of the understudy 
should be made very clear to him, 
and the head should be the real 
head just as long as that responsi- 
bility rests upon him, free from 
_interference by the man next in 
line. There must be no clash ot 
authority—no question as to who 
oi” 
* * * 

These are the days of “schemes” 
in advertising, and of late the 
newspapers have rather led the 
merchants in the number and va- 
riety of publicity-making, busi- 
ness-winning ideas. Raffles, who 
originally belonged to the news- 
papers, has now become the prop- 
erty of the retail merchant and is 
doing duty simultaneously in 
Maine and California. But a bet- 
ter scheme for the retailer to 
adopt is one now in use by the 
Albany (N. Y.) Evening Journal, 
pose a by the ad here repro- 
duced from that paper: 


NOW FOR SCHOOL CHILDREN! 

A dollar awaits the original of this photo- 
graph. Watch the Albany Evening Journal 
J night, as your picture may be next. 

(Half-tone cut taken from photo of school- 





girl get here). 
Pupils will be taken at or near school 
houses, and all the schools will be represent- 


ed from time to time. ¢ lucky children 
will receivea dollar on preestng the picture 
at the Journaloffice within three days of pub- 
lication, dressed as in the photograph and 
giving name, age, grade, school and residence, 
LIST OF LUCKY CHILDREN: 

Marion Coogan, aged 5 years, residence 

‘ ce . avenue, third grade, public school 


Janes McDonald, aged 7 years, residence 
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pe Me i avenue, first grade, public 
school 





It has long been recognized 
that the quickest, surest and per- 
haps most profitable way to enlist 
the interest of parents is to first 
get their children’s attention and 
interest, and this seems a particu- 
larly good and inexpensive way 
to accomplish that end. In the 
case of a merchant using the idea, 
it might be better to offer ‘choice 
of goods to a certain value—say 
even two or three, or possibly five 
dollars’ worth of merchandise, ac- 
cording to the frequency with 
which the pictures are published— 
and other conditions. But it 
ought also to. be a condition of 
the offer that one of the parents 
should accompany the child to the 
store, thus bringing into contact 
with the goods the person who is 
responsible for supplying the child’s 
needs, and perhaps making direct and 
immediate sales thereby. 

* * * 


Of course, your preparations for 
Christmas are all under way— 
your plans for advertising, deco- 
rations, convenient arrangement 
of stocks and a store service that 
will do credit to all. Look out for 
“green” help; put your extra peo- 
ple on early enough to get broken 
i a little—to learn just where 
things are and something about 
your ways of selling, before the 
coming of the rush that some- 
times embarrasses the old hands. 
Pay enough to get competent peo- 
ple and have things run with that 
case and smoothness that makes 
steady customers of the chance 
Christmas buyers. Don’t “fall 
down” on your delivery service, 
for there’s no other time in all the 
year when a little disappointment 
at that end will seem so big and 
serious to the customer. 

* * * 


Perhaps one of the most popu- 
lar of all the schemes intended to 
reach parents through their child- 
ren was the offering of a prize 
each week or month, or a number 
of prizes within a given time, for 
the best ads written by school 
children between certain ages for 
the establishment by which the 
prizes were offered. Of course, 
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parents were appealed to for aid 
which they could not give without 
learning more about the store and 
stocks to be advertised, and a gen- 
eral interest was created with a 
value out of all proportion to the 
cost. An excellent scheme of the 
same general character is now 
being advertised by “Kreeger’s,” 
in the New Orleans (La.) Daily 
States, and while the gist of it 
could be given in a few words, it 
seems better to reprint the ad in 
detail, as below, for the benefit of 
those who may be glad to carry 
out the same or a similar idea 
along the same lines: 


SCHOOL GIRLS’ KID—DRAWING 
CONTEST, 





$100 Caso Given Away. - 


First Prize..... soeedes donevecees 
Second Prize....+- 
Third Prize e 
In addition to the above will be 
awarded a _ of $15 for the 
sketch which, in our judgment, 
is most readily adaptable to 
advertising purposes, whether 
the committee awards it a 
prize for merit or not —$100 


Contestants must be girls between the age 
of 12 and 18 years, and attendants of any 
school (public or private), in New Orleans. 

The drawing is to be a pencil sketch on 
regular pencil drawing paper, 3 by 6inches, 
and is to represent a KID (young goat) re- 
cumbent, — or in any position that sug- 
gests itself to the contestant. 

No restrictions are placed on contestants — 
it costs nothing to enter—nor is entering con- 
ditional on buying anything here. 

Numbered application blanks may be hadat 
the glove counter for the asking and must be 
filled out and handed in at the sametime as, 
but separate from, the sketch submitted, 
The back of the sketch itself is to be num- 
bered to correspond with the number of the 
application, put in a plain envelope without 
folding, addressed “‘Kreeger’s Kid-Drawing 
Contest,’’ and handedin at our glovecounter, 
The application will be filed away by us; the 
envelope containing sketch wiil be dropped 
in a locked receiver. ; 

The contest closes December 29th, at Six 


On December 30th the prizes will be 
awarded by acommittee of drawing teachers, 
according to the merits of the sketches sub- 
mitted; the names of the contestants will not 
be known to the committee, the sketehes be- 
ing treated according totheir respective num- 
bers. Contestants awarded prizes will be 
identified after the award by names on their 
applications, which are numbered corres- 
pondingly to the numbers on the sketches 
submitted. : i 

It is understood that all sketches submitted 
remain our property. : 

The cemeetet the prize winners will be 
published in the morning newspapers Dec- 


be t. 
emoet 318 KREEGER’S 
New Orleans, La. 


Ideas of this kind, being mu- 
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tually helpful, are least objection- 
able, The children or young people 
who compete for the prizes are 
the better for the training it gives 
them, whether successful or not; 
it occupies their minds with some- 
thing useful and helps to develop 
any latent skill that may be only 
awaiting an incentive. It benefits 
parents through benefiting their 
children, and it benefits the mer- 
chant through getting a great deal 
of favorable attention. In fact a 
scheme like this, and that of 
writing ads for prizes, should in- 
terest teachers because of its edu- 
cational value and the possibility 
that it may develop talent which 
in later life will be of inestimable 
value to the scholar. 
* * * 

I want to say right here that 
this department never “knocks” 
except to “boost;” that in some 
cases it will point out mistakes 
only in order to show what should 
be avoided; that many of the 
“trade-making” schemes that are 
given space elsewhere because 
they seem new and novel, will be 
ignored entirely because they are 
not good. Retailers in all lines 
who are doing things which they 
believe could be emulated with 
profit by brother merchants in 
other cities, will be doing some- 
thing for the good of the cause 
by sending the news to this de- 
partment. Full credit will be 
given for all such items as are 
used, and the sender will be fully 
rewarded by the knowledge that 
he has done something to promote 
good advertising and good busi- 
ness management, with no harm 
to himself. It should be remem- 
bered too, that while you may be 
entirely familiar with many of the 
subjects covered here, Printers’ 
INK has many readers who are 
not and who need advice, 


——_- ++ 

“Wuy They Move” is a booklet re- 
producing a number of current maga- 
zine and newspaper ads being used by 


the Union Metallic Cartridge Co., 
Bridgeport, Conn. These ads run 
steadily, and through their clearness 
and force are an influence with - 
000,000 readers every month. T 
booklet is designed to show the retailer 
what is being done to help his sales. 
A clever idea was that of binding the 
booklet in the paper used in the man- 
ufacture of U. M. C. shot shells, 
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READY-MADE - ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send modei advertisements, ideas oe window 
cards or circulars, aud any other suggestions for bettering this departmea 








It isn’t a minute too early to 
begin your Christmas advertising 
—not necessarily in the big spaces 
that you will use for the ten days 
or two weeks just preceding 
Christmas, but in space large 
enough to properly present the 
advantages of early buying and to 
hold out temptations in the way 
of attractive offerings. Of course, 
you know the early-buying argu- 
ment—the greater opportunities 
for satisfactory selections from 
full assortments—the helpfulness 
of buying with more deliberation 
than will be possible when the 
rush sets in, and the comfort of 
it. Offer to exchange, either be- 
fore or after Christmas, any pur- 
chase which may not prove to be 
exactly what the customer wants, 
and to refund full purchase price 
on request. Advertise that you 
will lay goods aside on payment 
of a small deposit and to make 
deliveries right up to the last 
minute if necessary. Do every- 
thing you can to make Christmas 
shopping easy and agreeable at 
your store—make yours the 
Christmas store in your line by 
offering every help and_ con- 
venience at your command, and 
then, for the sake of future busi- 
ness, “make good” on everything 
you promise. You have heard 
all this before, but it doesn’t fol- 
low that you fully appreciate its 
importance, 





A Christmas Suggestion from the 


Phoenix (Ariz.) Republican, 





Sofa Pillow Tops. 


If you're 
some one wit 
Christmas time pick out the 
cover now while the assortment 


going to present 
a sofa pillow at 


is complete. Hundreds of sub- 
jects are here in lithographs, 
floral designs, nature studies 
and those already worked and 
made up. 

4oc. UP. 
M. GOLDWATER & BROS., 


Phoenix, Ariz. 











A Decidedly Convincing Talk, but- the 
Display is Rather Indefinite, and «a 
Headline Reading “The Best Place 
to Buy Japanese Goods,” or “Japan- 
ese Opening’ Would Have Been 
Much Better. Ads Following This 
Should Go More Into Details, Tak- 
ing One or Two Attractive Pieces, 
Describing Them and _ Printing 
Prices. 





The Best Place. 


The best place to buy goods is 
where each piece of stock that is 
placed on sale is carefully select- 
ed by a competent buyer, 

Each piece of our Japanese 
goods has been personally se- 
lected for its beauty of design, 
its finished workmanship or some 
quality that lifts it above the 
ordinary. We have added large- 
ly tothis line from year to year 
until we now have the most 
unique and best selected stock in 
the city. 

In order to give the public an 
opportunity of viewing these 
rare specimens of Japanese art 
we have decided on a sy eg 
opening, beginning with to-day, 
extending through next week, 

A hearty invitation to visit 
our store is extended to all. 
LEHMAN BOOK 

& NEWS CO., 


Ft. Wayne, Ind. 











A Good Thing To Do and To Adver- 
tise Right Away After Thanksgiving. 
From the St. Joseph (Mo.) Gazette. 





Santa Claus 


onivad gremuey on time yester- 
day, and the thousands of little 
folks that greeted him at our 
store showed that he had lost 
none of his popularity. He will 
be with us from now on until 
Christmas, and we extend a 
most cordial invitation to all the 
children of St. Joseph and sur- 
rounding country to come, see 
and have a chat with dear old 
Santa. His mail box will be in 
lace—write your letters and 
eave them here for him. Have 
ro seen the $100 Toy which 
e'l) give away? Get a free ticket 
with every 25c. purchase. 


HIRSCH BROS. DRY GOODS 


St. Joseph, Mo. 
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McLeanssoro, III. 
Editor Ready Made Department: 

I’m sending you a few newspaper 
advertisements that I’ve prepared and 
used for Smith’s Drug Store, this city. 
Since taking charge of the Smith Drug 
Store advertising they report an in- 
crease in business of at least 33 1-3 
per cent. I will appreciate your criti- 
cism on these ads, at your conveni- 
ence. Thanking you for same, I am, 

Very truly yours, 
W. E. SEvERS. 





Smith’s Drug Store ads, or at 
least those submitted with this 
letter, average well above the av- 
erage. They are written in the 
earnest, serious tone that becomes 
a drug store, yet are lively, con- 
versational and interesting, as 
shown. by the following example: 


If we didn’t make Benson’s Cough 
Syrup ourselves and know just what is 
in it, we wouldn't tell you to ask for 
your money back if it didn’t give 
satisfaction. No morphine, opium or 
other injurious drug enters into the 
making of Benson’s Cough Syrup. For 
this reason we recommend it for the 
children, as well as adults. 

It seems so strange that anyone will 
cough and experiment with other 
Cough Remedies when they can get 
Benson’s Cough Syrup with our word 
that it will absolutely cure them. 

Twenty-five cents per bottle. 

SMITH’S DRUG STORE, 
McLeansboro, Ill. 








The Ubiquitous Mr. Raffles Bobs Up At 
Independence, Kansas, in a New 
Disguise. From the Independence 
Daily Reporter. 


A $5 Suit of Xtra 
Good Clothes 
Free to the Best 
Boy Detective. 


The man who sells Xtra- 
good boys’ clothes for 
Ederheimer, Stein & Co., 
Chicago, is coming to see us 
within ten days. We _ will 
give Free any Xtragood suit 
in our store to the first 
clever boy under 16 years of 
age who finds this man be- 
fore he leaves town. 

What You Must Do. 

When you think you have 
found the right man, say to 
him, “You are from Eder- 
heimer, Stein & Co., Chi- 
cago, and sell Xtragood 
Clothes.” Remember these 
words. If you say any- 
thing else he will not 
answer. 


JUMBO CLOTHING CO., 
Independence, Kansas, 
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A Suggestion That Lots of People Wicd 
Gladly Accept. 





Automobile 
Goggles 


Improved styles. An appropri- 
ate gift. Although the cost is 
small, they will certainly be ap- 
preciated by a chauffeur. 


J.C. FERGUSON, Jr., 
Manufacturing Optician, 
8 and ro South rsth Street, 
Harrison Building, 
Philadelphia, Pa, 











A Very Dign‘fied, and Cordial Invita- 
tion, That Would be More Interest- 
ing, Especially to Strangers In Phil- 
adelphia, If It Gave Some Intima- 
tion of the Lines Handled. 





There is a freedom to examine 
objects of interest in every de- 
partment of this establishment 
which is very agreeable to 
visitors, 

Attention is invited to the 
magnificence, novelty and diver- 
sity of the stock; to the wide 
range of articles of reliable qual- 
ity and correct taste obtainable 
at moderate prices. 

And to the many attractive 
suggestions for Christmas pres- 
ents to be found in all depart- 
ments, Purchases intended for 
Christmas gifts will be held for 
future delivery if desired, 


BAILEY, BANKS & BIDDLE 
co., 


1218-20-22 Chestnut Street, 
Philadelphia, Pa, 











A Mighty Good Hint for the Grocery- 
an. From the New Haven (Conn.) 
egister. 


To Mr. Casual 
Gift-Maker. 


Don’t let the thought of what 
you are to send away for Christ- 
mas bother you—put the detail 
and responsibility upon our 
shoulders, 

On December 6th our list of 
Christmas Boxes of good things 
will be ready for you to look 
over. They cost $1, $2, $3, $5 
and upto $10. You canorder to 
suit your pocketbook and have 
the satisfaction of knowing that 
your gift will be practical, sub- 
stantial, sensible and accept- 
able—all in one. 

Oe us a postal, or call for 
our “Christmas Box” list, 

Ready Dec. 6th, 

EDW. E. HALL & SON, 

381 State St., 


New Haven, Conn. 
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Artur C. VIVIAN, 
Retail Adver- 


General Publicity for 
tisers. 
519 Jersey Avenue, 
Evizasetu, N. J. 
Editor Ready Made Department: 

I shall be much pleased if you can 
find room in your valuable paper to 
criticise the inclosed grocery advertise- 
ment, 

I am a subscriber, and read the 
Little Schoolmaster with great interest. 
Very truly yours, 

. A. C. Vivian. 





The ad referred to measures 
five columns in width by ten 
inches in depth, and being much 
too large for reproduction in its 
entirety, only the introductory 
and two or three sections show- 
ing particularly good descriptions 
are reproduced below. There are 
thirty-two of these sections, sep- 
arated by rules, each containing a 
brief but well-worded description 
or argument and the price, and 
the whole form a well-balanced 
and attractive typographical effect. 
The principal display lines and 
prices are set-in gothic, with the 
sub-heads or items in Devinne, 
and the descriptive matter in 
Roman, all lower-case. If the ad 
is a reflection of the store, as it 
should be, here is a grocery that 
is conspicuous for the neat, order- 
ly and convenient arrangement of 
goods, for low prices on good 
groceries, and for liberal dealing. 
Without knowing anything about 
the results, I am ready to gamble 
that it proved a “puller.” Here is 
the introductory: 





CLIMAX OF VALUE-GIVING AT 
OUR REMOVAL SALE, 
Values! Values! Values! Our big 
Removal Sale is brimming over with 
unusual bargains, rare and tempting 
enough to bring joy to every house- 
keeper. A large stock of choice gro- 
ceries must be disposed of in short 
order. Nothing will be reserved—profit 
and even cost will be disregarded. 
Some of these lots are small, and we 
can’t guarantee how long they will last 
—the earliest comers will secure the 
largest choice. All goods are pure, 
fresh and of the highest quality. ; 
Talk-of-the-Town-Bargains for Fri- 

day, Saturday, Monday. 
Mail and Telephone orders promptly 


filled. 
L. LEHMAN & CO., 
Leading Cash Grocers. 


133 Broad Street, Cor. E. Grand St., 
Elizabeth, N. J. 
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And here are three of the 


sections : 





Beachnut Bacon, 

Paper-thin slices of rich streaks of 
fat and lean bacon, packed in dainty 
and useful glass jars. It fries to a 
delicious crispness, and adds perféction 
to eggs, fish and meat. It has scored 
a great success with particular people. 
Small jar, at 12c. 

Long’s Preserves. 

Prepared from California fruits, 
noted the world over for their delicious 
flavor. These preserves are positively 
pure, only the fresh fruits and the 
finest quality of sugar being used, The 
maker has offered $1,000 to anyone 
who can detect impurities. Per glass 
jar, at 18c. 

Cake Icing. 

Are you having trouble with your 
icing? Does it fail to harden properly? 
It certainly is aggravating to work 
hard over a cake, and find the appear- 
ance ‘spoiled because the icing isn’t 
right. You won’t have any trouble 
with this icing. Orange and Lemon 
flavors; jar at roe, 


Don’t Forget That People Plan Christ- 
mas Buying Very Much According to 
Prices. From Pittsburg (Pa.) Dis- 
patch. 


- 
Books for the 
Holidays 


Richly bound editions of all the 
popular books—of standard au- 
thors in sets—of history, poetry 
biography—books for young and 
old, strenuous and sedate. The 
showing of the bookmakers this 
year is more varied and beautiful 
than ever—juvenile books are a 
specialty. 

Leather Goods—Pocket-books 
Card Cases, Wallets—new and 
novel effects—plain and richly 
mounted in the precious metals. 

J.R. WELDIN & CO., 
429-431 Wood Street, 
Pittsburg, Pa. 


A Short, Strong Shoe Talk. 


$2.50 Shoes for 


Women 


Every late style that’s 
pleasing _is here — and 
they’re better than most the 
$3 shoes shown elsewhere. 
Built on the newest and 
most approved lasts, com- 
fortable because they follow 
the natural lines of the foot, 
smart and stylish in appear- 
ance. Try a pair and com- 
pare them with the ones for 
which you’ve paid a higher 
price elsewhere, $2.50. 

STOUT’S, 
318-330 Mass. Ave., 
Indianapolis, Ind. 
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What More Appropriate or More Like- 
ly to be Appreciated by a Mechanic 
Than Some Fine Tool For'Which He 
Has Frequent Use? 


i Morse Drills 
For Xmas 


There is no gift more appropriate 
for Christmas for the husband, 
son or brother than the new 


One for the Picture Decler. From the 


Lynn, (Mass.) Daily Item. 








Beautify Your 


Homes 


By selecting from our stock some- 
thing in the latest designs in 
Christmas Pictures. Our stock 
of Christmas Pictures is the larg- 





est and best we have seen, and 
the low prices in no sense indica- 
tive of their artistic merit. Our 
whole window is given up to pic- 
tures nicely displayed and easy to 
look over, wh le inside you will 
enjoy a visit to our Christmas 
picture gallery. 


A. A. FRENCH, 
155 Market St., 
Lynn, Mass. 








Morse Indexed Drill Cases now 
displayed in our windows. Any 
man will appreciate the gift—be- 
cause it is so useful. 

Pull the button, turn the top 
and get the siz- of drill you want. 

e set of drills in case. 

1-16 to % by 32ds, $3. 
1 set drills in case, 1-60 $3.50. 


SEES & FABER, 
2008-2010 North Front Street, 
Philadelphia, Pa. 








One From a Series That Lacked Only ai 
th Persuasion of Good Descriptions |Some Good Talk Preceding Attractively 
and the Strength of Prices. Printed Priced Offerings, as it Appeared in 
in the Austin (Tex.) Statesman, a the Memphis (Tenn.) Commercial 
Year Ago. : ppeal, 














Are You 
Ready 


For the holidays? Not unless 
you have visited our store during 
the past week and examined our 
line of holiday offerings. Our 
stock of men’s furnishings is of 
exclusive excellence forthe Christ- 
mas shopper, and a suitable pres- 
ent may be eas ly selected here for 
the most careful dresser. Every- 
thing for the man—witha pleasin 
istinctiveness of style and qual- 
ity. We please in price as well, 
WRIGHT & ROBINSON, 
616 Congress Avenue, 


Austin, Tex. 








A Few 
“Ante-Christmas 
Specials,” 


We are offering special values 
during this week with the hope of 
bringing you to the realization of 
the advantages of buying before 
the Christmas rush. Fhere is 
every reason why you should do 
so, with such a stock as ours to 
select from, You will surely find 
thorough satis faction at our store, 
as we always keep in sight our 
guiding idea of “Goods better or 
prices lower.” 
CAMPBELL-HOFFA FUR- 

NITURE CO., 


The Sales of Christmas Decorations, of 
These and Other Kinds, Can Be Very 
Greatly Increased by Good News- 
paper Advertising. 


Memphis, Tennessee, 








A Liberal Offer. From the Elizabeth 








Christmas 
Greens 


Everything in Holly, Smilax, 
Wreaths, Oe hom Trees, Pine 
Roping,&c. Weare having old- 
fashioned Christmas weather; let 
us have an old-fashioned Christ- 
mas for the chi.dren. 

It won’t cost you much if you 
nares supplies here. 

olly, 15c. per pound. 

Smilax, 25c. per pound, 

Wreaths, tse , 25¢c. and goc. 

Christmas Trees, soc. to $2. 

Pine Roping, sc. per yard. 

G. M. WARRICK’S SONS, 

Washir gton, Pa. 


Either Phone, 110. 














(N. J.) Evening News. 





Weather Strips. 


We have the best weather 
strips for tecging out frost, 
r 


wind or dust om your 
home that have ever been 
invented. We are so confi- 
dent of this that we will 
give a practical demonstra- 
tion by putting a_ sample 
window on trial, free of 
charge, with the  wunder- 
standing that same will be 
paid for if satisfactory and 
additional work is ordered. 
Better attend to it now. 
LAGGREN BROS., 
1178-1180 E. Grand St.., 
Tel. 2511, Elizabeth, N. J. 
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Forty Years an 





Advertising 
Agent 


IN BOOK FORM. 


Will be ready for delivery on Tuesday, 
January 16th, 1906. 

Will be a book of between five and six 
hundred pages of Printers’ INK size, set in 
long primer, leaded, and illuminated by nu- 
merous half-tone portraits. 

The price will be $2.00. 

Will be sent, postage paid, to any ad- 
dress, on receipt of price. 





* * x 


Special Offer. 


Anyone remitting Turee Do.iars between 
now and January 1, 1906, will receive a copy 
of the book, carriage paid, and a coupon 
good for a one year’s paid-in-advance sub- 
scription to Printers’ Inx. The price for 
a yearly subscription to PrinTERs’ INK is $2.00, 
The coupon is transferable, or it may be ap- 
plied in extension of present subscriptions. 
Se 

THIS SPECIAL OFFER IS ONLY GOOD 

DURING THE PERIOD ABOVE STATED. 


Address, enclosing check for $3.00, CHARLES J. 
ZincG, Manager PrINTERs’ INK Publishing Company, 
ro Spruce Street, New York City. 











